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GET THE 
KEYSTONE SAW 





HE new and colorful Disston-KEYSTONE Hand 

Saws, retailing at $1, $1.50 and $2, won the instant 
approval of the buying public. Almost overnight they 
became the world’s fastest-selling popular priced 
home owners’ saws! 





Your jobber can supply No. 5 Disston-Keystone Saws 
either in straight half-dozens .of one size only or in 
the now famous Keystone Saw Sales Pack (illustrated). 


The Sales Pack contains six 26” 8-point saws, to retail 
at $2 each, two 20” 9-point, $1.50 each, and two 16” 
10-point, $1 each ($17 retail value, costing you $11.25) 
with window cut-out and consumer folders included 
free of charge. For a balanced stock, to sell quickly, 
order Disston-Keystone Saws in the Sales Pack. 


Henry Disston & Sons, Inc., Philadelphia, U. S. A. 


NEW SAWS MADE BY 








Produced 
and stocked 
....inall 
of our plants 


From laboratory to heat treat- 
ing equipment, from automatic 
production machines to ware- 
housing facilities, each Lamson 
& Sessions plant is a complete 
manufacturing unit in itself. In 
each of the five great plants—at 
Cleveland and Kent, Ohio. 
Chicagoand Birmingham—every- 
thing has been provided toinsure 
a product of finest quality made 
to traditional Lamson standards 
of accuracy and strength. 

Cap Screws, Machine Bolts, 
Carriage Bolts, Lag Bolts, Plow 
Bolts, Elevator Bolts, Step Bolts, 
Heel Bolts, Fitting-up Bolts, Hot 
Pressed and Cold Punched Nuts, 
Semi-Finished Nuts, Castellated 
Nuts, Studs, Spreader Rods, Grass 
Rods, Pipe Plugs, Wire Rope 
Clips and Cotters are all ready 
for immediate shipment out of 
complete stocks. 

Buy through your Distributor. 
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They Help Build BUSINESS 


For over a century Pexto has stood for rugged honesty in tool 
making—tools which for design, stamina and finish are known and 
praised the world over. And back of this manufacturing excellence 
is a consistent policy of marketing them so that the hardware mer- 
chant can sell this famous line profitably at prices the user can afford 
to pay. PEXTO Tools are stocked by Jobbers everywhere—ready 
for immediate shipments. All practical styles and sizes—price 






range to meet all requirements. 





GOOD TOOLS 
Since 1819 





oe THE PECK STOW & WILCOX CO. — 
SCREWDRIVERS SOUTHINGTON, Conn. FENDER AND BODY 
BRACES DENT REMOVING 


Makers of Good Tools Since .1819 TOOLS 


PRUNING SHEARS 
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All These Big 
Outstanding 
Features 


So simple that anyone can 
operate it. 


Lightest weight—only 2 Ibs. 
10 0z., fully loaded. 


Jam-proof—Trouble- proof. 


Compact—only 8X in. long, 
5 in. wide, 2 in. thick. 


Easiest to load and unload. 
Full-vision View Finder. 
Fitted with Standard f3.5 lens. 
Simplest lens adjustment. 
Uses standard 16 mm. film. 
50 or 100-foot film capacity. 
Audible film footage counter. 
Spring-driven motor — no 
cranking. 

Beautiful enduring finish. 
Built to Stewart-Warner’s 


traditional standard of 
quality. 








STEWART-WARNER Home 
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STEWART’-WARNER 
Home Movie Camera 





An Ideal Line for Aggressive Hardware Dealers! 
Big Demand — Quick Turn-over— Big Profits—No Servicing! 


Stewart-Warner—for over 25 years manufacturers 
of quality products, including the well-known 
Stewart-Warner Radio— now announce a new 
line of home entertainment equipment, headed by 
the new Stewart - Warner Home Movie Camera. 


This camera was designed and built for amateurs 
by expert Hollywood cameramen under Stewart- 
Warner supervision. It incorporates every essential 
for perfect movies—is so simple ANYBODY can 
operate it—yet because of Stewart-Warner’s vast 
production facilities, it sells for only $50—the lowest 
price ever quoted ona camera of comparable quality! 


People everywhere and especially parents have long 
wanted a home movie camera. Sales in tremendous 
volume have been prevented only by prohibitive 
prices and by operation too complicated for the 
average person. But now, to meet the demand 
comes the new Stewart-Warner—the first real 
movie camera ever offered at a price in reach of 
all—a marvel of simplicity—and with a market 
that’s never been scratched! 


Pays a luscious a constantly increased by 
the film projector and accessory sales—is free from 
all service bugaboos. Sold like other products 
you handle, through simple store demonstration. 


Backed by an extraordinary RESALE PLAN sup- 
ported by the heaviest National advertising cam- 
paign ever put behind a home movie camera. 
Carries one of the fairest, most liberal franchises. 


This new camera is sooh to be followed by a Stew- 
art-Warner Projector and Screen. Both embody all 
essential features of highest _ products—yet 
are comparatively low priced. 

Here without question is one of the sweetest 


propositions ever offered any merchant. But get 
the facts—from Stewart-Warner Corp., Chicago. 


SEND THIS COUPON NOW! 
ERNEST TS RES 


STEWART-WARNER CORPORATION HA 
1826 Diversey Parkway, Chicago, IIl. 


_ Your Home Movie Camera proposition sounds interest- 
ing. Without obligation, please send full information. 








Movie Camera 
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THESE TWO NEW EVEREADY NUMBERS WERE 


BORN FOR THE 


acation Ll rade 


ee THE EVEREADY ELECTRIC 
, CANDLE 

People who spend their vacations in 
cabins or cottages at the mountains 
or seashore are ‘a sure-fire market 
for the Electric Candle. They can 
use it to wonderful advantage while 
they’re away. Then bring it back 
home, and use it on a telephone- 
stand, in the nursery, on the dinner- 
table, as a night-lamp, on the dressing- 
table, or many other places. 


Don’t overlook this bet! 


The Electric Candle has a satiny, 
silver-like finish. Automatic switch 
turns on the light when it’s picked 
up; puts out the light when the 
Candle is set down. Permanent light 
for a table can be made by pushing 
the switch. Retails for $1.75, com- 
plete with batteries. 














THE EVEREADY WALLITE 


This handsome, pull-chain light has 
hundreds of uses in vacation-land. 
Great for boats, tents, automobiles, 
cottages and cabins. It can be screwed 
permanently in place; or just hung 
temporarily on a hook. After vaca- 
tion, the Wallite will save many a fall 
or bump in the dark around home. 
Ideal for garages, closets, attic-stairs, 
and lots of other places. 

The Wallite is powered by two 
Eveready Flashlight Batteries. Looks 
like a regular electric-light fixture. 
Retails for $1.75, complete with 
batteries. 











oY 


.* 
_— 


f 


W\ 


ae A Camper Needs an Eveready as 

Much as a Knife 

To save stumbling and fumbling around a 

dark camp-ground . .. use an Eveready. 

EVERYBODY NEEDS AN EVEREADY! No. 2697, illustrated here, is made especially 

for camping. i? e price $2, complete 
wit atteries. 


i 
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No matter where or how a person 
goes on vacation — at the seashore, 
mountains, or down on the farm — 
by bus, boat, train, or automobile : ———~ \w4 
—he needs an Eveready! f Sak yj : Pye 

Constant repetition makes many a hin . aH /} \ 
sale. Your customers will see The . 
Saturday Evening Post advertise- 





ment shown on the other page. . 

They'll be reminded that they need EVE READY ae 

pnt a es the ae —s FLASHLIGHTS To read road signs and fix ae 

make . Ta - - No. ri » i 
hater" ee ES BATTERIES concontent for the cn Resall eee sa 


lights every chance you get. complete with batteries. 


— they sell faster 


TIE-IN WITH EVEREADY’S VACATION DRIVE! 
6 HARDWARE AGE 
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This two-page, two-color advertisement 
appears in the June 27th issue of 
The Saturday Evening Post. 
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Batteries 
Cost only 


10* 
~but youd give ten dollars for them when 


that emergency Catches you with a dead 
mero 
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EVEREADY 


FLASHLIGHTS 
& BATTERIES 


—they sell faster 
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MM“ profitable places of those wide, open 
spaces all along your counter... display 
Eveready Flashlights! Tie-in with Eveready’s 
Vacation Drive. Put Evereadys in your win- 
dows. Use the display-cards we'll furnish free. 
Talk Eveready Flashlights to every one who 
steps inside your store. Warn every customer 
that there’s no telling what trap might trip 
him, when he’s far from city lights. ““Vacation 
Days Are Flashlight Nights!” 


NATIONAL CARBON COMPANY, INC. 
General Offices: New York, N. Y. 


Chicago Kansas City 
San Francisco 


Branches: 
New York 


Unit of Union Carbide 





: and Carbon Corporation 


Irfagine how these cards will snap-up the appear- 

ance of your windows and counters! There are 

many different designs — free to all Eveready 

dealers. Packed in the shipments of Eveready 
Flashlight Batteries. 


P. S. Don’t forget Eveready Flashlight Batteries! 
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Competition For 
Your Customer's Dollar 
Is Keener Than Ever 











Quality is the keynote to sales success in 1931. Your customers are more keenly 
observing of quality—they are comparing values more carefully than ever 
before. They have become thrifty buyers. Your merchandise is being compared 
with that of your competitors and where the highest quality and greatest 
values are found is the store that gets the buyer’s dollar. 


To be able to compete successfully for the business of these shrewd 1931 
buyers, you must be sure of the quality of every line you stock. There will be 
just as many dollars spent for wire screen cloth during the 1931 season as ever 
— but competition for that business is keener. The stores that carry and push 
the quality lines will get the business. 


Many retailers have turned to the Hanover line to meet this new competition, 
because Hanover Wire Screen Cloth has long been a recognized leader in 
quality. It may be wise for you to give this serious consideration. More 
complete information will be sent to you on request. Write direct to us. 


Hanover Wire Cloth Co. ~» . ¢ Hanover, Pa. 


Manager of Sales 
John M. Hart Co., Graybar Bldg., New York City 
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| GET ONE OF THESE WELL POINT DISPLAYS 
FREE WITH YOUR NEXT ORDER 


HIS eye-catching display piece will be included with your 

next order of Walworth Well Points. . .if you'll just ask for 
it. It measures 13 inches by 16 inches and is printed in three 
colors to make clear to your customers the practical advantages 
of the Walworth Well Point and to bring out the interior fea- 
tures of its construction. You can hang it on the wall or stand it 
on a counter to call attention. . .right at the point of sale. . .to 
this indispensable item for stock farms and country estates. Your 
regular hardware jobber can supply you with Walworth Well 
Points and will include a Display Card on request. 


































































® s 
WALWORTH | 
FOR WALL DRIVE 
munniannmee WELL POINTS 
O R Have Unusually Large Filtering Capacity : 
encanto Drive True and Straight 
WINDOW Never Backle-—Never Bend 
ESN OREN. : 
Reinforced Shoulder in Plug 
- Takes Force of Blows 
Ne Masdaeesiins : 
No Splitting 
EASY 
Walworth Company, Sales Offices: QUICK 
60 East 42nd St., New York EFFICIENT Check Ssiden 


ECONOMICAL 


Walworth Company, Limited, 
660 St. Catherine St. West, 
Montreal, P. Q. 
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BUYING BRAINS IN THE 
COUNTRY 








me \) APPROVED! 
” ' B BY THE KEENEST 








that drive easily ... clinch 
smoothly and are 





DEPENDABLE 


If you want rivets that you can depend upon to drive easily and clinch smoothly, ask for our Tubular and 
Split Rivets. They are made of the finest materials, skilfully fabricated to give satisfactory service .... 
necessary characteristics that you cannot count on when you buy on price alone. 


TUBULAR RIVET 
& STUD COMPANY 


Boston Mass. 
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POINTS OF SUPERIORITY ON 
Ilco Screen Door Checks 


They sell faster 
because 




















ILCO JUNIOR 


1” diameter brass barrel. Hinge bracket. 
Dull finish. Popular priced, fast seller, 
75¢ to $1.00 retail. 


Write for prices and our proposition on 
free demonstration display. 
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ILCO SENIOR 


14%,” diameter brass barrel. Heavy duty 
special tempered spring—adjustable to 
desired tension. 4 screws give rigid 
bracket attachment on door casing. Ball 
and socket swivel for long wear. Will 
close light office and house doors as well 
as screen and storm doors. 


Solid brass cylinder. 


Scientifically designed leather washer 
and steel expansion ring maintain 
efficient suction. 


Wide range of adjustment by turning 
convenient regulating screw. 


For either right or left hand doors. 
Easily and quickly mounted. 


Outstanding values—llco Senior to 
retail at $1.50 to $2.00. Ilco Junior to 
retail at 75c to $1.00. 
























































INDEPENDENT LOCK COMPANY 
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very Hunter 
Is a Prospect : 


for Shot Gun and Rifle Cleaners... 


Hunters and trap shooters realize the import- 
ance of CLEAN BARRELS in their fire- 


arms. * 


Union Hardware Shot Gun and Rifle Clean- 
ers prevent and remove pitting and corrosion 
and keep the barrels spotlessly clean without 
injury. ; 





No. 141B Brass Rifle Cleaning Rod 
22-50 Cal. 


Styles for every requirement, including com- 
plete Loading and Cleaning Sets of proved 
quality, also Closers that crimp every shell 
exactly alike—all retail at popular prices. 
Your jobber will supply you. 


Genuine Tomlinson Cleaner 
Ga. 


oH HARDWARE COMPANY 
€ 2 


No. 248 Bristle and Brass Wire 
Shot Gun Cleaning Brush 
Reg. U. S. Pat. Off. 


Apgabneeenenes eee wi Established 1854 4 4 4 Iucaepaveted 1060 
—— ie Se TORRINGTON, CONN. 


plete Catalog 
a No. 4. New York Office 151 Chambers St. 
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ing to both children and parents alike. 


please you. 


nually. 


“Made by the Tiny Arcadians”’ 





ARCADE «=. TOYS 


ARCADE MANUFACTURING CO. 


Merchandise Mart Room 14111 


14 


FREEPORT, ILLINOIS 
REPRESENTATIVES: 
BRANCH OFFICES: J. T. Rowntrze, Inc. 
New York San Francisco Portland Salt Lake City 
200 Fifth Avenue Los Angeles Seattle Denver 
Boston Dallas 
Chicago A. T. Otis D. D. Otstott, Inc. 


111 Summer St. Santa Fe Bidg. 





The greatest cast iron toy line in the world! 
Hundreds of models brilliantly colored with 
a hard baked enamel finish. 


Long life toys, every one of them! Toys 
that are realistic to the minutest detail, appeal- 


Increase your turn-over by ordering a stock 
of Arcade Toys today, and carry them through- 
out the year. It will pay you. The result will 


On display the year round at our branch 
offices, Room 307 5th Avenue Bldg., New 
York City, and Room 14111 Merchandise 
Mart, Chicago, Illinois; as well as Freeport 
Plant, where hundreds of tourists visit an- 


Write us forourcatalog. Ask your jobber for prices. 


APOLLO 


the Big, Powerful 


ELECTRIC LANTERN 


Now. in Greater Demand than Ever! 








APOLLO stands 734 inches high and takes 2 standard No. 6 dry 
cells, good for months of service and obtainable anywhere for 
refills. List, $2.75, complete, less batteries. In Canada, $3.25. 


Fine quality . . . a farther-reaching beam of clear, strong 
light than that from an ordinary flashlight . . . con- 
venience in any situation, outdoors and in...a 
lifetime of dependable service. 

APOLLO, in beautiful red, chrome-trimmed and 
with a big 44-inch silver-plated reflector. A master- 
piece of usefulness! ... the result of 18 years engi- 
neering and manufacture of electric lanterns. 

Just put APOLLO on display and watch it go. 


, Like hotcakes. A real profit-makerfor you! Motor- 


ists, sportsmen and ‘most everybody else —they're 
your prospects for this popular, heavy-duty lantern. 

Put this item on your want list. Your jobber 
has APOLLO, the powerful electric light. 








The DELTA 4-cell SEARCHLIGHT ATTACH- 
MENT. A light of size and efficiency needed 
in every camp. Throws a long, wide spread 
of penetrating rays from a 41-inch diameter 
head. Complete, ready to attach to any 
make 6-volt dry cell battery, list $2.00. In 
Canada, $2.75. 


ANY MAKE | 













ELECTRIC 
MARION 


COM PANY 
INDIANA 
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Under present conditions there are prob- 
ably fewer gun buyers who can or want to 
put from $50 to $150 into a gun. Undoubt- 
edly there are more possible purchasers who 
have more time to use a gun than in normal 
times. 







Are you in position to profit 
by this combination and at the 
same time make a satisfied cus- 
tomer? 


H & R Single Guns offer the greatest 
value for the money and you cannot buy a 
better shooting gun at any price. 


If not acquainted order a sample through your 
Jobber or write us for information. 


HARRINGTON & RICHARDSON ARMS COMPANY 


WORCESTER, MASS., U. S. A. 














... New 


OUTING’S “Midget” Bait Box is the very latest 
thing in “vest pocket” editions. Holds eight to 
ten artificial lures— enough to tempt the most 
fastidious fish. Handiest thing ever made for the 
day’s bait. Measures 8” long, 4” wide, 14” deep. 
Fits into most any pocket. Can be carried in stor- 
age cellar of any Ouging Cant-i-lever Tackle Box. 


: ; > : Made ofaluminum, “light asa feather.” 
es Hinges and rivets are Seek sueepenel 
? ae plated. Box has four compartments; is @ 
vt os strongly made and the most astonish- 
Pa ing thing about it is the list price, only 


CATALOG No. 105 


Outing’s Tool and Tackle Boxes 
S 






This is the box that says, “Here it is.” Spreads its entire comfortable handles. Sturdy hardware. 
contents out before you—everything in clear view and Weather-proof baked enamel, inside and 
accessible. Below, The Master Angler, aristocrat of them out. Rounded, catch-proof corners. Can’t 
all. re — finish, — or black. All hard- upset. Outing Tool and cg rm 
ware cadmium plated rust-proof. Can’t special bait boxes, 
spill. Can’t leak Can't aa. Twosizs. Outing Mig. Co. Indiana - ket anglers, decoys, 

' Outing boxes are Pacific Coast Representative: MCDonald & Linforh Janding nets, etc., are 
deep drawn from ------=-----—--- —--—------ all beautifully illustrated and de- 


OUTING MANUFACTURING COMPANY °17 i H 
lead coated plate ae idee Gee, an Sean scribed in our latest catalogs. Send 


steel. They are | consemon- without obligation please send Catalog | COupon today for your copy. Very 


water ma and . tase alg a attractive, direct-to-dealer discount 
|) a ee i ee ee ee . . 
rust-proof. Strong, | address proposition. No obligation to you. 
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No. 98 
All Metal Coaster Wagon 
Sets a New Standard of 
Value in its present price 
class. 


35” x 15%” x 5” extra heavy ribbed steel bed. 
10” roller bearing balloon wheels. 7%” heavy rub- 
ber tiring. Polished nickel hub caps. 1” steel 
axles, heavily braced front and rear. Heavy steel 
sides rolled top and bottom, embossed panels. 
Compare with others before you buy. 








A Larger, 
Finer line of 
Wheel Barrows 











Ne. 53-63-73 COMBINATION 


Built of the same heavy steel as the larger coaster 
wagons, and as strong and sturdy. One piece 
drawn metal beds, heavily braced for -long, hard 
abuse. Win trade appreciation with SON-NY 
quality. Write for complete information and new 
low prices on Son-ny coasters and playground 
equipment. 


The Dayton Toy and Specialty Co. 
1114 Bolander Ave. Dayton, Ohio 











Increase Your Profits with a 


FOLEY inc SAW FILER 


Many hardware stores are making worthwhile 
extra profits filing saws on the Foley Automatic 
Saw Filer. Your customers will like Foley-filed 
saws because they cut faster, cleaner, truer and 
stay sharp longer. And you make 94c. margin 
out of every dollar. 


The Foley Automatic Saw Filer evens 
up every tooth to a uniform size, 
height and spacing at the same time 
it files, ss EVERY : 
TOOTH. CUTS. 
Files all kinds of 
saws—all hand saws, 
band saws and cross- 
cut circular 
saws — me- 
chanically ac - 
curate automatical- 
ly, better than the 
most expert hand 
filing. 

Write for complete 
information and 
FREE PLAN that 
tells you how to get 
the business. 


Foley Manufacturing Co. 
1542 Main Street N. E. Minneapolis, Minn. 
















See the Nicholson File Co.’s Ad on Page 17 
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IVER 
JOHNSON 


SINGLE AND DOUBLE BARREL 


SHOT GUNS 
Nationally Known and 


Moderately Priced to Meet 
Exactly the 195! Demand. 


Iver Johnson’s Arms @ Cycle Works 
FITCHBURG, MASS 


CHI AGO 
Wo Lake Street 


NEW YORK 
151 Chambers Street 
SAN FRANCISCO 
717 Market Street 
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NICHOLSON FILES 
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Standard Equipment on [tae AK 





Foley 
Saw Filing 
Machines 







‘THE Foley Manufacturing Company 
made careful and conclusive tests— 
and selected NICHOLSON FILES as 
standard equipment for Foley Saw Fil- 
ing Machines. 








The same qualities which recommend 
NICHOLSON FILES to the Foley 
Manufacturing Company will recom- 
mend these files to your customers. 


They, too, will find NICHOLSON 
FILES sharp, durable and uniform 
in quality. Keep them on hand in 
shapes and sizes for every demand. 













NICHOLSON FILE CO. 
Providence, R.1., U.S.A. 
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(TRADE MARK} 







A FILE FOR EVERY PURPOSE 
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Doo-Klip 


GRASS SHEAR 
RETAIL $ ] 5O 


PRICE 











And the shadow cast by 


DOO-KLIP Geass Shears 


whether the Standard or Long Handle models, 


The 


“Pree Wheeling 


means dollars t ind dent hant. LAWN TRIMMER 
o every independent merchan THAT ACTUALLY 
Unusual features and sales helps make selling SAUVCS 


both easy and profitable. The season is here— 
delay means lost profits. 


TIME & LABOR 


Order from your jobber or write 
us for full particulars. 


LONG HANDLE 
GRASS SHEAR 
price § 220 


my ii j Pr Doo-Klip 


oe LDOO x TIONG ine 


made by 





Te ALLIANCE MANIUEAE TURE CO. « Miance, Ohio 
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Them All 


This gun will sweep the country. It em- 





THREE SHOTS 


The three-shot gun—first intro- 


Cy duced by Remington —is ap- 
proved by the Izaak Walton 







bodies such startling new features as 






shorter stroke—easier action—simpler 






take-down—more convenient action 






release—lines more graceful—these League and the American 






Game Conference. In 
© selling the new Model 
é 3l you have the back- 


are only a few of the astonishing 






improvements in design and 






construction perfected by 










Remington experts. Get ing of the organ- 





ized sportsmen of 


<p) Vv America. » » 


in your orders now for 











July delivery. » » » 







SIDE 
EJECTION 







Model 51 


PUMP ACTION 
REPEATING 
SHOTGUN 

3 SHOTS 


RETAIL PRICE 


$4895 fe 


The most perfect 





ejection and load- 











ing mechanism 






The Greatest Value Ever 
Offered—The Remington 
Standard American 
Dollar Pocket Knife 





ever devised. 





Remington Arms Company Inc.,25 Broadway, New York City 
Originators of KLEA NBOREAmmunition 
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KLEANBORE SHELLS IN 
DISTINCTIVE GREEN BOXES 













..- Game Loads.. 


THERE is a fundamental reason — -: NitroExpress.. 








oF a oe « BROT Shel <x 
for the pronounced superiority of |. trap Loads .. 
Kleanbore Shot Shells in all temperatures _ -- Skeet Loads.. 
oye . Arrow Express 
and under all weather conditions—the right Cumauelty 






priming mixture. Take the finest materials 
that were ever put into a shotgun shell, as- 
semble them with the utmost skill and scien- 
tific accuracy—unless you have the best primer 
you will not have the best shell. There is only one 
Kleanbore primer and only Remington can use it. That's 
why Kleanbore Shells outshoot all others. 















That's why your customers want Kleanbore. Don't submit 
to substitutions—the shooters won't. 


REMINGTON ARMS COMPANY, Inc. The Greatest Value 


— — Ever Offered—The 
Originators of Kleanbore Ammunition Remington Sientent 


25 Broadway New York City ey tg Dollar Pock- 


KLEANBORE is a PATENTED 
Priming Mixture _~ ~ ~ ~ 
IT CANNOT be DUPLICATED 
by Any Other Manufacturer. 
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MARSHALLTOWN 





BUILT BY 






MarsnHattrown Type M. F. Fin- 
ishing Trowel. The most widely 
asked for and most widely used 
of all trowels. The finest steel 
plus superior tempering methods 
for the blade. Mountings that 
stand the “gaff.” Guaranteed. 


MarsHatttown Brick Trowel — 
superior tempering methods. A 
blade that cuts the hardest brick 
— yet has the flexibility brick 
masons demand. A complete line. 


-PREFERRED 
BY CRAFTSMEN 


Users of MARSHALLTOWN Trowels continue to buy them 
year after year. It is only natural that they trade at the 
hardware store featuring their favored tools. Besides 
trowels you will find the same confidence building qual- 
ity in the complete line of masons tools made by this 
company. When your wholesaler’s salesman calls next, 
ask him about the complete line — or write us for a copy 
of our 60 page catalog. Sent free to hardware merchants 


on request. 
MARSHALLTOWN 
TROWEL CO. 


MARSHALLTOWN, IOWA 
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FIG. 2621 
A complete, large’ capacity unit 
for wells 25 feet or over in depth. 
Suitable for homes, farms, estates, 
centralized schools, etc. Automat: 
ically controlled — self-oiling, self- 
starting: self-stopping. 
A teliable deep well 
Myers outfit that 
will afford an abun-” 
dance of water at 
a low cost. Larger 
styles when desired. 
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i} There is never an off sea- 








UNNING water shows more 

profit in time and labor | d 
saved and through increased i 
crop and stock production 
than any other modern con- 
ae, venience entering into the 
es life and daily activities of 
: the country home or farm. 






















son for water. It is an ab- 
solute necessity and with its 
daily consumption for house- 
hold, for barn and feed lots, , 
for sprinkling, fire protection 
and innumerable other pur- 
poses, it occupies a place of 
first importance for those 
who are thinking in terms of 
“pumping labor" released for } 
more productive and profit- 
able work. 


The Myers Line of Self- 
Oiling Power Pumps and 
Water Systems offers ex- 
ceptional opportunities 
to profitably serve 
this market in its en- 
tirety. 





s 





- 


ee ee 


a 


Serer 








Write or wire. i —~ 















S55. ASHLAND, OHIO 
IMPS_WATERISYSTEMS—HAY TOOLS—DOOR WANGERS 
‘ ae eS ae bet Lee ate se 


od 











mint 


21 





IMIG 











Headwork beats footwork 


[ around you. What are 
the things that are wasting your and your 
men’s time? What are the things that are 
slowing up your turnover? What are the 
things that are tying up your capital need- 
lessly? 


First, what about your stock? Are you 
handling competing brands? If you are, 
stop it. Stop it from this day on. It is cost- 
ing you hundreds of dollars, much time and 
a lot of unnecessary footwork. 


Don't keep on making this costly error. 
You can instantly see the mistake of han- 
dling anything but the best known, fastest 
selling brand in each line if you will reduce 
the proposition to a mathematical basis. 
If handling 2 competing brands is more 
profitable than handling the one outstand- 
ing brand, then handling 3 competing 
brands is more profitable than handling 2; 
and handling 4 brands is more profitable 
than handling 3; and handling 5 is more 
profitable than handling 4; and so on to 
infinity—and absurdity. 


Sit down now and do some headwork. 
Pick the outstanding leader in every line of 
merchandise you sell and concentrate on it 
from this day on. Here is why: 


1. By concentrating you will save 


on overhead. For, by eliminating com- 
peting brands, you will eliminate duplica- 
tion of items and cut down the capital you 
have been tying up in each kind of mer- 
chandise. This puts you in a stronger 
financial position with your bank. It frees 
you from constant worry. It enables you to 
take the maximum discount or every bill. 
It gives you uniform stocks. It makes stock 
control simpler. It makes possible better 
dlieg~anl: faster selling. Your clerks do 
not have to learn a smattering about a 
number of competing brands. They do not 


have to waste time waiting for a cus- 
tomer to make up his mind between 
competing items in the same —_ range. 
Often this means one less clerk on the 
payroll—or one who can be developed 
into an outside business-getter. 


2. By concentrating you will save 
a tremendous amount of time. 
See for yourself. Jot down this week the 
actual time you put in talking to sales- 
men who represent the “‘weaker sisters’, 
the ‘‘has beens’’, and the ‘‘maybees’’. 
Multiply the time this takes for one 
week by 52, and see what a tremendous 
number of hours it amounts to in a 
year. Think what you could do with 
this time if you spent it going out after 
new business. : 





3. By concentrating you will save 
a tremendous amount of work. 
Consider what happens when you order 
small lots from a number of competing 
brands in each line. Every one of these 
boxes must be opened, checked, priced 
and placed in stock. Every one of these 
little orders must be carried on the 
books and watched for discount dates. 
It all takes hard work—energy that 
could be used to do other things— 
profitable things. 


Clean out all the ‘‘weak sisters’’. Price 
them so low they have to move in spite 
of themselves. Then never again buy 
anything but the one outstanding brand 
in every line you carry. For that way 
—and only that way—lies success today. 


P. & F. CORBIN "38" NEW BRITAIN, CONN,, U. S. A. 


The American Hardware Corporation, Successor 


NEW YORK 


CHICAGO 


PHILADELPHIA 


Makers of the world’s most complete line of builders’ hardware 
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More Ames Shovels 
are sold than 
any other kind 






AMES SHOVEL & TOOL CO. 
NORTH EASTON MASS. ANDERSON, IND. 
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WORK 
BENCH 
THAT 
WORKED 


Hheres what Fred Binney 
told me the other day. Fred is 
a successful young salesman 
and he has found out how to 
sell saws and tools. He said— 


“I got interested in using 
tools and sent for a book the 
Atkins people get out, ‘The 
Atkins Saw Book.’ 


“Tt told how to make a work 
bench and tool cabinet and I 
got busy and made one. That 
started me to thinking and so I 
made another bench and cab- 
inet and took them down to the 
store and put them in the win- 
dow with some Atkins Saws and 
Tools and put a sign on them 
reading— 


“LET ME SHOW YOU 
HOW EASY IT IS TO MAKE 
THIS BENCH AND CABI- 
NET. I MADE THEM AND 
KNOW.—FRED BINNEY.’ 


“I'd hate to say how many 
home work shops I’ve started 


since that display and by the 
way I’ve sold a lot of good saws 
and tools, and know where I’m 
going to sell a lot more.” 


You might try this yourself. 
I know you can get The Atkins 
Saw Book with the plans and 
a lot more good sales informa- 
tion by writing E. C. Atkins 
and Company. 


You'll find you know a lot 
more about selling something 
after you’ve used it. The best 
way to find out the real value 
of “SILVER STEEL” and 
“taper grinding” and other rea- 
sons why Atkins Saws give more 
real value is to do some sawing 
as well as selling. 


(Signed) / 


L§ 





THE GOLDEN KEY TO SELLING 


HE golden key to your establishment is the knowledge of value, quality 
in service and where price belongs in the selling story. 


With this information that Sam Sayles tells you how to present, you can y 


learn a real idea in saw selling. 


Can you use more of these ideas; they are yours FREE for the asking. ; 








No. 401 
Ship Pattern 


Tus is the masterpiece of 
a truly fine line of saws. The 
same as the No. 400, except 
straight back. Genuine At- 
kins SILVER STEEL, taper 
ground, cuts free and easy, 
does not bind. Mirror polish. 
Has solid Rosewood handle of 
Atkins. Improved Perfection 
Pattern that prevents wrist 
strain. Made in both regular 


and ship patterns. 


No. 401 
comes in 24 and 26 inch 
lengths. Ship pattern 26 inch 
length only. 


regular pattern 


You need only to show the 
saw in comparison with an or- 
dinary saw, to convince the 
most skeptical of Atkins supe- 


rior quality. 


There is a best in everything 
and in Saws—it’s ATKINS. 


Have you read “Saw Sense”? 
It tells a lot about saws and 
we will gladly send you a copy 
if you ask for it. 
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Bon’t Let Buying Put the Brakes 
on Selling 


S your system of buying causing customers to 

| walk out on you? If you are constantly out of 

merchandise your customers are calling for, 

it is. If it is, the sooner you change that system, 
the better. 

When you order an item for immediate delivery, 
check your stock for other items you can use to ad- 
vantage, which can be bought from the same seller. 
It will save you money in freight, bookkeeping, 
shipping costs and purchasing expense. It will les- 
sen two “overheads”—yours and your wholesalers’. 

Order in proper amounts and get the prices pro- 
portionate to the quantity. Stock on a requirement 
basis and turn away fewer customers. Put your 
men in position to say “yes we have it” rather than 
“we’re out of that today.” 

Remember—you cannot sell large quantities of 
goods and buy ridiculously small ones. If your 
stock is not moving, it may be because there are too 
few items of the kind that your customers want. 
Your buying may be putting the brakes on your 
selling. 


The Advertising Value of 
“Diplomatic Bragging ”’ 


T was at one of the western conventions. I was 
I talking with a live hardware man who in- 
formed me rather confidentially, that he had 
made a very fair profit during the late lamented 


year of 1930. “I’m not saying much about it,” he 
said, “but I really made as much last year as during 
any other year.” 


“Well,” I remarked, “Why don’t you say some- 
thing about it? It’s good news, and will make good 
advertising for your business. If I were you, I’d 
do a little diplomatic bragging about it. I’d start 
out by thanking my customers for making it pos- 
sible for me to prosper in a generally unprosperous 
year.” 


“Why not put the figures on parade? Mention 
the fact that you sold $50,000 worth of hardware 
to satisfied customers last year. Tell the public 
that this very fact has enabled you to keep your 
stock up to date; to give reliable service; to search 
for and obtain bargains for those who patronize 


bed 


you. 


Such an advertisement would naturally carry a 
definite implication of proper merchandise, right 
prices, good service and an organization worth do- 
ing business with. That’s about all you can expect 
any advertisement to do—isn’t it? 


25 



























SELLERS 


ET a customer get the feel of an 
Osborn Floor or Window Brush 
and it’s half sold. Well-balanced 
from the tip of the handle to the 
working end, Osborn Brushes are 
built to satisfy. Only high-quality 
materials are permitted to go into 











OSBORN WINDOW BRUSH NO. 93. 


Oblong pattern. Black horse 
hair. A very popular seller. 













OSBORN FLOOR BRUSH NO. 896. 
Mixed fibre and wire thoroughly mixed 
in each hole. Excellent for sweeping 
garage, basement or factory floors. 


Osborn Brushes. They are quality 
throughout. J Clean-cut profits are 
yours when you sell Osborn Floor 
and Window Brushes, Paint and 
Varnish Brushes, Wire Scratch 
Brushes, Wire Wheel Brushes, 
Bass Brooms, Push Brooms, House- 










OSBORN FLOOR BRUSH NO. 856. 
Selected gray fibre. An exceptionally 
popular brush for sweeping sidewalks, 
basements, garages and factories. 










hold Brushes and other popular 
brushesinthe complete Osbornline. 









JHE OSBORN MANUFACTURING COMPANY 


5401 HAMILTON AVENUE - CLEVELAND, OHIO 


SALES BRANCHES: 
New York - Detroit - Chicago - San Francisco - Los Angeles 


OSBORN FLOOR BRUSH NO. 224. 


Mixed hair and fibre. A wonderfully 
efficient brush for sweeping smooth 
foors in homes, offices, stores, etc. 
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Worried 


Over 


Cr e dits Beginning next week in HARDWARE 
by] AGE is another important series to help 
the retail hardware merchant solve a most 


Collections vital 1931 problem—that of maintaining 


a sound, definite and easily operated 
credit policy—the kind of a policy that 

aids collections and makes credit business 
ad profitable and practical. This series of 
eight articles deals with the fundamentals. 
It tells how and why and has been pre- 
pared exclusively for the readers of Haxp- 
WARE AGE by a recognized authority on 
the subject. Starting next week— 


How to Handle Credits and Collections 


by MaxwELi Droxe 


President, The Business Letter Institute, Indianapolis, Ind. 
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F. S. Bush is young 
im years, but he 
knows how to 
make business for 
his employer. He 
has organized a 
tennis club and a 
rifle elub., both of 
which have meant 
sales of equipment 
running into re- 
spectable sums. 
He works for the 
L.N. Porter Hard- 
ware Store in 
Ogallala., Neb.. 
-- 1600 population. 


When It Comes to Selling Sport Goods 


This Boy Does 
a Man’s Size 
Job 


F. S. BUSH 


went out of the L. N. Por- 
ter Hardware Store at 
Ogallala, Neb., in just a week or 
so. A few weeks later the spurt 
started again, and twenty or 
more racquets went out with a 
lot of tennis balls, netting, etc. 
This sudden demand for ten- 
nis equipment didn’t just hap- 
pen. It was no accident. L. N. 


, a tennis racquets 


Porter gives credit for this dash , 


of business to F. S. Bush, a store 
employee and a very agreeable 
young man, barely out of his 
teens. “The boy wanted to or- 


ganize a tennis club,” said Mr. 
Porter. “I thought it wouldn’t 
amount to anything, but he went 
ahead and did it. Quickly he had 
his club organized, with twenty 
members, and had sold twenty 
racquets at from $5 to $12 
apiece.” 

Young Bush was modest 
enough about the matter when he 
was interviewed. “Yes, we or- 
ganized a tennis club,” he said. 
““‘We charge a membership fee of 
$10, and the young people came 
in and joined it readily enough. 
Sure, we sold some tennis rac- 
quets. About 20, I guess, to this 
particular club I organized and 
of which I am president. 


Sells Court Equipment Too 


“But then the principal of the 
school here saw what we were 
doing, and he got busy and laid 
out two courts up at the high 
school. Well, the school didn’t 
order any of the equipment, so 
the students came in here and 
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bought their racquets and balls 
here, and I guess we must have 
sold them about 20 more rac- 
quets, together with the balls and 
incidentals. In all, we must have 
sold more than $400 or $500 
worth of tennis equipment al- 
ready since we started organiz- 
ing our first club a short time 
ago.” 
A Rifle Clab 


Now that the tennis business 
is going good in Ogallala, a town 
of 1600 population, young Bush 
is busy trying to conquer other 
fields. He is an enthusiastic 
young sportsman himself, and 
that’s why he fits well into the 
picture and mixes well with the 
young people in their sports. So 
he is busy now organizing a rifle 
club. Already he has enrolled 
70 members, at $5 apiece, and 
these are beginning to buy rifles. 
Those who are not buying rifles 
are coming in and inquiring as 
to the best rifle to buy for the 
tournament. They are coming in 
and discussing ammunition. A 
rancher with vast cattle pastures 
lying in the hills to the north, 
has already offered the rifle club 
the use of one of his vast pas- 
tures. There they have selected 
a suitable range, backed by a 
great hill, and there the target 
practice is to take place at regu- 
lar intervals. 

“We expect to have a charter 
from the National in two years,” 
said Mr. Bush. “You have to 
have a going club for two years 
before the National will grant 
you a charter. Then after that 
we can get the big rifles. We are 
all looking forward to that day. 
but meantime, during the next 
two years, we are going to have a 
lot of fun with our rifle prac- 
tice.” 

“What about a pistol club?” 
Mr. Bush was asked. 

“Well, that will come next,” 
he replied. “I am keeping that 
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in reserve in the back of my 
head. We'll probably have a 
pistol club in due time, but we 
want to get these other things 
going in good shape before we 
take on too many things.” 

Asked if the trade in tennis 
racquets and rifles and ammuni- 
tion had helped trade in other 
lines, Mr. Bush said: 

“Yes, I notice that the same 
people who come in to buy this 
equipment also buy other hard- 
ware items while they are in 
here. It helps trade a little in 
other lines naturally. I am keep- 
ing a careful record of what 
sales we make of this sporting 
equipment as a result of these 
activities we are starting.” 


Civie Pride 
The L. N. Porter Hardware 


Co. is alive to civic matters. For 
the past few years the store has 
offered a $10 prize for the best 
bird house made by pupils in the 
manual training department of 
the Ogallala schools. Of course, 
the bird houses have to be ex- 
hibited in the show window of 
the hardware store. So there 
they are. Beautiful bird houses, 
many of them giving evidence of 
endless labor and _ painstaking 
effort. Naturally, this window 
attracts a lot of attention. First 


of all it attracts the attention of 
all the school children. Next it 
attracts the attention of all the 
parents, and the uncles and 
aunts, and so on down the line. 
In fact, when the window is 
lighted up at night it attracts a 
regular promenade of the Ogal- 
lala folks who come down to look 
over the results of the handicraft 
of the children. In other words, 
it puts the L. N. Porter Hard- 
ware Store decidedly on the map 
in Ogallala. 


Consolations 


Not content with giving a $10 
prize for the best bird house, the 
store gives some little special 
prize or gift to every one of the 
children entering the contest. 
This in a measure repays the 
losers of the grand prize for 
their effort in helping to make 
an attractive window display. 
These little special prizes are 
usually items of hardware out of 
stock, such as pocket knives, etc. 

“It’s a good thing to have a 
young man in the store,” said L. 
N. Porter. “Sometimes we old 
fellows don’t grasp all our op- 
portunities as we should. Some- 
times it takes new young blood 
to show us the way in some 
things, like this tennis racquet 
business.” 





Some of the bird houses displayed at the Porter store. 


are open to all school children. 





The contests mentioned 
There isn’t any entrance fee or requirement to 
purchase materials or tools, or any other consideration. 
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the PISTRIBUTION 


being spread over the country at this time. 

It is an insidious type of propaganda. It 
doesn’t come out blatantly with fulsome praise for 
chain stores or other mass distributors. Instead it 
takes the form of cleverly worded admonitions to 
independent merchants; admonitions which indi- 
rectly admit a score of weaknesses on his part. 
From this propaganda the manufacturer and the 
consumer are led to infer that the independent mer- 
chant is a “weak sister” while the chains are past 
masters of distribution, and guardians of “price 
rights” for the public. 

Pick up some of the magazines of semi-business 
type today and note the articles. Look at some of 
the daily papers and read the “stuff” that is being 
fed to the public, along the lines mentioned. You 
are almost sure to find where some man with a high- 
sounding title pompously declares that retail mer- 
chants apparently don’t want to be aided in their 
problems. Continue the search and you will prob- 
ably find articles in which the writer laboriously ex- 
plains how chain stores can be wondrous factors for 
good in a community. Other articles wordily be- 
labor the independent merchant for extending 
credit; for carrying items which turn rather slowly; 
for being a storekeeper, or for getting too much for 
services rendered—anything and everything that 
can by insinuation make his chain competitors ap- 
pear efficient through unfavorable comparisons. As 
Skippy would say: “always belittlen.” 


= is a lot of chain store “propaganda” 


Personally, I’m “sick and tired” of hearing the 


retail merchant described as an inefficient “nincom- 
poop” who owes whatever success he may have at- 
tained entirely to luck. I’m fed up on the propa- 
ganda that all the troubles of a retail merchant are 
due to his own lack of something or other; that 
everyone else in the field of distribution is good, 
and that he alone is the horrible example. 

It is a lie—and the spreaders of it know it is 
false. Of course the independent merchant has his 
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faults. He doesn’t claim to be any paragon of efh- 
ciency. Neither is he willing to concede that any 
other factors in distribution have a monopoly on 
brains. He acknowledges that there are “weak 
sisters” in the ranks of his army, but he fails to find 
any other factors in merchandise distribution where 
the individuals rank 100 per cent. 

The intelligent progressive hardware merchant 
knows it is all “hooey,” that the chains owe their 
success entirely to their wonderful business acumen 
and to his lack of it. He gives them credit for the 
things in which credit is due, but he knows that the 
chains could never have reached their present place 
in the field of merchandising, if from the start the 
independent retailer had been given an equal chance 
in PRICE and certain kinds of service. 

It is all very well to say that “it is the dealer’s 
fault; that his overhead is too high, his methods 
antiquated, and his stock out of line.” Is the dealer 
alone to blame? We concede that his individual 
overhead is heavier than it should be, and that he 
has his share of other faults. There are plenty of 
others in the same boat. At the same time we con- 
tend that if all his personal faults were remedied, 
he would still labor under a handicap. There is the 
“general overhead” of the independent system of 
hardware distribution to be considered: The retail 
hardware merchant is responsible for only part of 
that general overhead. 

Meanwhile the dealer is not alone in the matter 
of antiquated systems; neither is he to be held re- 
sponsible for errors in stock. Is he to be censured 
for carrying lines of merchandise in order that con- 
sumers may fill their needs and manufacturers be 
adequately served? If he does not carry the lines 
who will? Certainly not the chains, who pick only 
the quick-turning items of a line, and often make a 
price football of them. 

It is unfair and untrue to say that his overhead 
is mainly to blame for his not being able to meet 
chain prices on a profitable basis. There is a lot 
more to be overcome than a mere difference in store 
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overhead costs. The dealer knows that in many 
cases he has been discriminated against in the matter 
of price. He knows that in many cases the chains 
have been sold quick-turning items of lines he 
carries, at prices even below what his wholesaler 
has to pay. He knows that in some cases, at least, 
chain stores have been paid for window space that 
he is supposed to donate. He feels that in more 
than one instance he has been slugged with loaded 
gloves, and we agree with him. 

We are willing to concede that some independent 
hardware retailers are guilty of everything the 
propaganda hounds charge, but why lambaste hard- 
ware merchants as a class for what a few may do, or 
fail to do? 

It’s time for the hardware industry as a unit to 
put up a fight for its own; to challenge the state- 
ments of swivel-chair experts and propagandists; to 
acknowledge its weaknesses, but stress its strong 
points. It’s time for a united hardware industry to 
insist that the retail merchant be given an even break 
in price and service, not on a basis of maudlin sym- 
pathy, but because he has earned it, and is entitled 
to it. He has turned the other cheek too often; the 
slaps have become too much a matter of routine. 
It’s just possible that someone else needs a biff on 
the jaw, and a kick in the pants. 

Look over the reports of the Hardware Council. 
See how this representative body handles the matter 
of responsibility. The Hardware Council finds an 
equal number of faults in all factors of distribution; 
it offers to each factor an equal number of sensible 
suggestions for trade betterment. Look at the maga- 
zines devoted to discussions on chain store oper- 
ation. Their editors seem to have no difficulty in 
locating a variety of ways in which the chains are 
weak and inefficient. 

But—the public is being systematically taught by 
insidious comparisons that the chain is a public 
benefactor, and that the independent merchant is 
either a grafter or a parasite. Even within the ranks 
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The chains are gunning for 
the independent system... 
Their propaganda is osten- 
sibly aimed at the dealer, 
but—the object is to dis- 
tract the attention of other 
factors by parading the re- 
tail merchant as the Distri- 
bution Goat. 


of the industry he serves, this kind of propaganda 
is spread and re-spread. 

The independent hardware merchant is not as a 
class weak and inefficient. He is not solely respon- 
sible for the general overhead; he is not a parasite. 
He is willing, as a class, to accept advice and help, 
and to cooperate with other factors in the hardware 
industry. 

The chain store is not a public benefactor; it is 
not an economic necessity; it is not the sole reposi- 
tory of business brains and business ability. It is 
an ordinary, legitimate business organization which 
owes its place in part to its own efforts; in part to 
inefficiency of certain of its competitors; but largely 
to discriminations in its favor on such matters as 
price, service, etc., and to propaganda. 

The worthwhile hardware merchant is the only 
logical and economical outlet for those items of 
hardware and kindred lines which require service 
and personal sales effort. Without him the whole 
independent system of hardware distribution falls 
flat. If he is as dumb and inefficient as the propa- 
gandists picture him, then a lot of manufacturers 
and wholesalers are skating on mighty thin ice. 

As a matter of fact the retailer is no better and 
no worse than any other merchandise distributing 
factor. He is one of three parts of the independent 
distribution machine, which needs only a few minor 
adjustments to make it the best machine of them all. 

A blow at him is a blow at the system and the 
industry he represents. The present type of propa- 
ganda is seemingly designed to distract the atten- 
tion of other independent factors by parading the 
Independent Retailer as THE DISTRIBUTION 


GOAT. 
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Delivery on the DOT 


by MANDUS E. BRIDSTON 


Speedy delivery be- 
gins with internal 
delivery, which has 
been thoroughly 
systematized at Chas. 
Brown & Sons, San 
Francisco. The sys- 
tem is applicable to 
both small and large 
stores, and the story 
is told in this article. 


HAS. BROWN & SONS, 
pioneer hardware firm of 
San Francisco, is a mod- 
ern store with a modern problem 
—that of giving Mrs. Customer 
the kind of service which creates 
regular patronage. Getting that 
purchase to her on time—getting 
it to her in the right condition— 
constitutes one of the thistles of 
hardware merchandising, yet 
very important in the quality of 
service rendered. 
Consequently, the internal de- 
livery system in use by this store 


has been given particular atten- 
tion by Larry H. Marks, vice- 
president.in charge of operation 
and system for Chas. Brown 
& Sons. 

Internal delivery is especially 
important in the hardware field, 
because of the fact that a large 
volume of packages is delivered, 
and the majority with a small 
unit cost; because a large num- 
ber of the deliveries are rush 
items — articles wanted by the 
home manager right away. These 
facts mean that the management 
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must make in- 
ternal delivery as 
swift and as eco- 
nomical as_ pos- 
sible. The pack- 
age must be out 
on the route at the earliest pos- 
sible moment. And the problem 
is the same, whether the store be 
large or small. 

The Chas. Brown system has 
an unusual “visible” feature. 
When a sale is made, the three 
copies of the sales ticket go to 
the office, where the original re- 
mains for charge purposes, and 
the other two go to the shipping 
department. The shipping clerk 
files the white copy, and the yel- 
low copy goes to the selector. 
Very little merchandise is taken 
from the selling floor for de- 
livery. 


The Where and How 
The “where and how” of fil- 


ing the white copy constitutes an 
important efficiency quirk of the 
Brown system. “The filing cab- 
inets” are, in this case, a series 
of metal troughs, with lettered 
compartments, made according 
to Mr. Marks’ specifications. 
Two series of troughs are neces- 
sary for A-M, two for N-Z (Fig. 
1). These are placed atop tables, 
facing each other. The compart- 
ments are glass-fronted, so that 
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no sales slip may crumple down 
into a corner and be allowed to 
go unnoticed. 

The white copy remains in the 
compartment until the internal 
delivery is completed, and then 
it is removed to accompany the 
package. The yellow copy, used 
by the selector, constitutes a per- 
manent delivery record, filed ac- 
cording to date. 

WHEN A COMPARTMENT 
SHOWS UP EMPTY, it is an in- 
dication that all deliveries under 
that letter have been taken care 
of to date, AND ARE NOW OUT 
ON THE TRUCKS. This visible 
quality is valuable on several 
counts. It enables the chipping 
clerk to handle a customer query 
about a package with the utmost 
speed—with but a glance at the 
compartment. For instance, 
when a Mrs. Anderson telephones 
a query, the clerk has only to 
glance at the “A” compartment, 
see that it is empty, to be able 
to inform authoritatively —“That 
package is on the way now, Mrs. 
Anderson. a 

And visibility yields impor- 
tant data for the management. 





Is that a delay in the selecting 
unit? Are there too many back- 
orders, too many holds, for any 
reason whatsoever? Is any one 
department slowing up service 
by an unusual number of back- 
orders, indicating a shortage of 
asked-for merchandise? Or is 
the wrapping unit too slow? A 
glance at the compartments any 
time during the day reveals the 
extent of uncompleted sales tick- 
ets, or the amount of merchan- 
dise in the process of internal 
delivery, and indicates when the 
vital quality of speed in delivery 
is not present—when remedial 
measures are necessary. 


System Not Unwieldy 


However, the system is not un- 
wieldy. From the time that the 
sales ticket is filed in the particu- 
lar glass-fronted compartment, 
and its yellow duplicate spindled 
at the window for the selector, it 
is noted that the routine has been 
made as simple as possible. Se- 
lection is made from reserve 
stocks, the merchandise is placed 
in baskets and transported to the 

(Continued on page 37) 
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How to Sell the 


Unreasonable — 


Customer... 


O most retail salesmen the 

f keer customer is a 
pest. Certainly, he is one 

of the most annoying individuals 
in the day’s work. You know 
the type I mean—the fellow who 
kicks without any cause and ab- 
solutely refuses to be convinced. 
When I was in a hardware 
store, I remember in particular 
one such customer who systema- 
tically took the joy out of my 
life every time he came into the 
store. He was absolutely the 
most unreasonable man I ever 
met, and yet that pig-headed joy- 
killer had one of the most con- 
‘tented and lovable wives in the 
town. She seemed perfectly 
happy and it was noticeable that 
she always had the latest in 
dress, in clothing, jewelry, labor 
saving equipment and _house- 
furnishings. As the wife was a 
friend of our family, I over- 
stepped the bounds of strict pro- 
priety one time by asking her 
how she ever managed to live 
with that unreasonble crab of a 


husband. She laughed heartily 
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and replied, “Oh, he isn’t half 
bad when you know how to han- 
dle him. If you knew him as 
well as I do you could sell him 
everything you have in the store 
and never get a single kick.” 


A Real Business Tip 


At first, I didn’t really grasp 
the significance of her reply, but 
finally it dawned upon me that 
she had given me a real busi- 
ness tip. From that time on I 
made it a point to study the un- 
reasonable customer and I may 
say in passing that this par- 
ticular customer became in time 
one of the most satisfied of all 
those who traded in our store. 

It didn’t take me very long to 
discover that there are two dis- 
tinct kinds of unreasonable cus- 
tomers—the occasional and the 
chronic. The man who is occa- 
sionally unreasonable, is often 
so merely because he has an at- 
tack of indigestion or something 








has gone wrong with him at 
home. In other words, he’s 
merely irritable. The best way 
to handle him is to be very pains- 
taking and courteous, but at the 
same time calm and dignified. 
Never let his unreasonableness 
fluster you. Ignore it and treat 
him as though you think he is 
acting perfectly normal. Often 
he is merely trying to impress 
you with his own importance. In 
such cases, appeal to his vanity. 
Show him marked deference. 
Impress him with the idea that 
you think he is the acme of fair- 
ness, then present your side of 
the matter. If he is unreason- 
able about prices, tell him you 
realize that he is a man who 
knows good merchandise and 
appreciates values, then sell him 
on the quality basis. 

The man who is afflicted with 
chronic unreasonableness, how- 
ever, is much more difficult to 
handle. Sometimes his fault is 
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merely one of habit. If so, con- 
tinuous courteous treatment will 
cure it. Often, however, he is 
just naturally overbearing, cyni- 
cal and suspicious. Never do 
anything to irritate him. Let his 
cynical remarks pass over your 
head as if you never heard them 
and make your answers respect- 
ful and logical. Watch every op- 
portunity to gain his confidence. 

I cured one of this type once 
when he came in to kick about a 
paint brush he had purchased 
sometime before, and to buy a 
new one. It was a sure case of 
neglect on his part, but I never 
even implied that he was at fault. 
Instead, I carefully cleaned the 
brush he brought in explaining 
the process as I did so and then 
I said, “Mr. Jones, I don’t be- 
lieve it will be necessary for you 
to go to the expense of buying a 
new brush. This one is all right 
and will do the job very nicely. 
It only needed a careful clean- 
ing.” That month his business 
with us went up fully 50 per 
cent. ' 

Here are a few simple rules 
which will help you in dealing 
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Number sixteen of 
a series of short 
articles for the 
man on the sales 
floor. Next week’s 
article: Fitting the 
Sales Argument to 
the Woman Cus- 
tomer 


with unreasonable customers: 
Be calm, courteous and always 
respectful. Never be flippant 
nor attempt to joke no matter 
how unreasonable a customer is. 
To him his unreasonable attitude 
is a serious matter. He wants 
to be respected and it doesn’t cost 
us a thing to humor him. Don’t 
argue with him or irritate him 
and never show any impatience 
at his unreasonableness. Re- 
member there is a personal rea- 
son back of every seemingly un- 
reasonable act. Find out what 
that reason is and the rest is 
easy. 

The main thing in handling 
unreasonable customers is to im- 
press them with the fact that you 
are anxious to serve them and 





that they can depend upon what 
you say. When you have shown 
an understanding of them and 
gained their confidence, it is not 
in the least difficult to sell them. 
As a matter of fact, they gener- 
ally become exceptionally good 
customers. 

A salesman should always re- 
member that he is in the store 
to sell merchandise. He is not 
there to quarrel or to let his feel- 
ings get the best of him when a 
sale is at stake. In other words, 
he is part of the machinery of 
the store and his job is to work 
smoothly and easily without fric- 
tion. Learn to maintain a poise 
in selling. Maintain a dignity 
mingled with plenty of friend- 
liness. Never take the remarks 
of the unreasonable customer as 
being personal. He doesn’t 
mean a thing so far as you are 
concerned personally. He hasn’t 
any enmity toward you. He’s 
simply out of sorts with himself 
and has to vent his feelings some 
way. Meanwhile, his money is 
just as good as that of any other 
customer and will pay its full 
share in both profits and salaries. 


“Profit exists only in the last few items of any 


lot. You can not keep books on that basis but your 


whole plan of merchandising should revolve 
around that fact”—The OLD VETERAN, who be- 


gan his series of articles in the June 4 issue of 


Harpwak AGE, will prove this to your entire sat- 


isfaction in his next article which will appear in 


the July 2 issue. 


WATCH FOR THE “OLD VETERAN!” 
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Particularly effect- 
ive are _ price 
cards in toy win- 
dows, believes 
U. G. Barr, of 
this hardware firm 
in Lancaster, Pa. 


by J. M. WITTEN 
GRANT BARR, man- 

| | ager of the wholesale and 
® retail hardware firm of 
Reilly Brothers & Raub, Lan- 
caster, Pa., believes in aggres- 
sively pushing the sale of toys 
throughout the year. This firm 
has found that in addition to 
making a very acceptable annual 
profit from this policy that it 
also builds many store customers 
for the future. It is only natural 
that children who have had their 
desire for playthings satisfied by 
the store, will in later years con- 
tinue to depend upon the same 
source of supply for adult re- 
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How LOYS Build 


C4 
Immediate and Future Business 


quirements. Few lines, avail- 
able to the hardware merchant 
and as well suited to his type of 
store, are as perfectly adapted 
to winning the friendship and 
good will of the children. 


Space Devoted, to Toy 
Department 


Adequate space has been de- 
voted to the toy department in 
this store to permit showing a 
stock comparable in-size to that 
carried in many city department 
stores. In this connection, it is 
to be assumed that if the store 
was of the belief that this space 
could , more advantageously be 
used for a more profitable pur- 
pose that it would be devoted to 
it. The toy department, in nor- 
mal times, occupies a space 
roughly measuring 60 feet by 
50 feet wide on the second floor 


of the store building. An electric 
elevator, with an attendant con- 
stantly on duty, is located a few 
steps from the main entrance, so 
that customers may have easy 
access to the toy stock. Appro- 
priate signs on the main sales 
floor call attention to the location 
of the toy department. During 
the holiday season, temporary ar- 
rangements are made for show- 
ing a somewhat larger stock than 
is carried during the balance of 
the year. 

The fact that the cold, in- 
clement months create a demand 
for toys suitable for indoor play, 
while the warm and fair months 
result in a healthy call for out- 
door playthings, means that a 
good year around demand exists, 
if it is properly stimulated. For 
this purpose, Reilly Brothers & 
Raub find that frequent window 
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displays: featuring seasonable 
toys are a most effective medium. 
One of the recent window dis- 
plays, of the type found produc- 
tive, is reproduced in an accom- 
panying illustration. It will be 
noted that each item bears a 
price card. Mr. Barr declares 
that a window display with price 
cards is twice as effective as one 
in which no price cards appear. 
This, he thinks, is especially true 
of toys, since price is often a 
greater factor with the prospect 
than with some other types of 
merchandise. Often, he said, a 
passer-by might observe some 
toy in the window that would 
arouse interest, but if it was un- 
marked, the opportunity for a 
sale would be almost negligible. 
On the other hand, if the toy, to 
which they were attracted, bore a 
price card, the chance for mak- 
ing a sale greater. 

In expressing the foregoing 
opinion Mr. Barr said: “Let’s as: 
sume that a woman has been 
shopping and has but $1 left in 
her purse. If she passes this 
window and sees some toy she 
would like to take home to her 
little boy and there are no prices 
in view, she will hesitate to ask 
the price, because she is likely to 
be embarrassed if she does not 
happen to have sufficient funds 
in her pocketbook. If the same 
toy bears a $1 price tag, the sale 
is made then and there. Some 
merchants contend that it is a 
mistake to use price cards in 
window displays, because their 
competitors will make use of the 
information. However, it is my 
belief that this fear is unwar- 
wanted and the merits of their 
use offsets any tendency the pol- 
icy might have in the respect 
mentioned.” 

At the present time quite a 
vogue among children is re- 
ported for lawn play equipment. 
One of the most popular items is 


JUNE 11, 1931 





the outdoor gym, which combines 
several different types of acro- 
batic apparatus in one unit of 
equipment. Several different 
styles of outdoor gyms are 
carried by the store and retail 
prices range from $9.50 to $16.- 
50. Portable sand boxes and 
wading pools in a wide variety 
are other active lines. Slides, 
teeter boards and _ merry-go- 
rounds are popular for lawn use. 

Other active toys, particularly 
at this season, are wheel goods 
of all descriptions, including doll 
carriages, tricycles, wagons, 
scooter cars, toy automobiles, 
kiddie cars, wheelbarrows and 


similar items. Floating toys, for. 
use in wading and bathing pools, 
are also favored. Many of the 
smaller types of mechanical or 
pull toys are popular with chil- 
dren the year around. Dolls are 
also in constant demand and 
many are dressed in summer cos- 
tumes, such as bathing suits, to 
enhance their appeal. 

Mr. Barr stated that the num- 
ber of smaller toys purchased by 
visitors or tourists as “homecom- 
ing” gifts for children was sur- 
prising. The type of toys which 
can be easily transported and 
that range in price from $1 to $2 
are most popular. 





Delivery on the 


delivery and wrapping unit in 
hand trucks. Here inspection, so 
necessary where a large amount 
of merchandise is breakable, and 
wrapping takes place, with the 
delivery clerk making a check of 
the merchandise, and exchanging 
the accompanying yellow slip 
for the white one that goes out 
with the driver. 

The visible quality is also 
present in the system of handling 
futures, which are always pres- 
ent in homewares merchandising. 
Also, this system applies to gift 
purchases. Glass-fronted com- 
partments in steel troughs are 
again used (Fig. 2), with the dif- 
ference that they are tabbed ac- 
cording to the days of the month. 
In one trough are filed “Holds 
This Month” and in the other, 
“Holds Next Month.” As the 
holds arrive, the sales tickets are 
filed according to delivery date, 
and each morning the clerk 
clears the compartment of that 
data. This system of controlling 
futures has proven adequate over 
a period of time. 

It is a well-known fact that a 


Dot (Continued from page 33) 


smooth-running, customer - satis- 
fying delivery service is a real 
business-builder. With this store, 
steps to insure this satisfaction 
are taken at the time the mer- 
chandise is sold, and the pur- 
chase sent out on the trucks at 
the earliest possible moment. 


Consumer Goods 


O-CALLED “consumption 

goods,” or products of repet- 
itivé purchase by average con- 
sumers are usually the first to 
feel the effects of a depression 
and the first to recover from it. 
They “react” much more quickly 
than the more complicated en- 
gineering products and equip- 
ment. An encouraging sign in 
the expansion of demand for con- 
sumer goods is noted by W. L. 
Cooper, director of the Bureau 
of Foreign and Domestic Com- 
merce. Citing the fourth con- 
secutive gain in the seasonally 
adjusted index of production, in 
April, Mr. Cooper states that the 
improvement is due to indus- 
tries producing consumer goods. 
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DEVOTE the entire day 

to personal selling ef- 

fort outside the store. 
Pay those friends of yours, 
who are large purchasers of 
the kind of goods you handle, 
but who often buy else- 
where, a personal call and 
actively solicit their busi- 
ness. You'll be surprised at 
the results. 


TAKE time today 
16 to check up on your 

good credit custo- 
mers who haven’t made re- 
cent purchases. Write them 
a personal letter asking them 
the reason why, or telephone 
those who haven't been in 
lately. It pays to keep on 
intimate and friendly terms 
with all of your customers. 
Clear up any misunderstand- 
ings. 


IT’S again time to 
24 change your. win- 

dows. Have you 
tried any of the displays pic- 
tured and described in Harp- 
WARE AGE? They can always 
be depended upon to furnish 
you with an effective idea 
for window displays. A good 
paint window will be shown 
in this week’s issue and will 
be most timely. 


. IF you haven’t already 
1 made plans to make 

this month a_ bigger 
July than last year, this is 
the day to do it. Additional 
effort will minimize the ef- 
fects of the usual’ mid- 
summer slump in the sales 
chart. Have you installed 
your July 4th window dis- 
play? 


WITH the fishing sea- 
9 son at its height don’t 

fail to make a drive for 
the tackle business. Prepare 
your advertisement for Fri- 
day night’s paper. If it ap- 
pears on a weekly schedule 
Friday usually proves to be 
the most productive day for 
it to run. Use suitable illus- 
trations in order to make 
your ads most effective. 


again for a busy to- 

morrow. Filling pop- 
ular sized containers with 
linseed oil, etc., on dull days 
saves valuable time on busy 
days. The same idea can be 
earried out by wrapping 
such purchases as 5 lb. of 
8 D nails in advance, ready 
for instant delivery to cus- 
tomers. 


17 ON this day prepare 


ASSEMBLE all of 
25 the ‘“‘white ele- 

phants” in stock 
and place them in the center 
of the store in a display at 
bargain prices. Make the 
price low enough that the 
goods will move. After all 
obsolete, shelf-warming and 
shop-worn merchandise has 
little actual value, so don’t 
hesitate to make free use of 
the red pencil. 


VACATION goods and 
Fd picnic supplies should be 

featured in window and 
interior displays. Many of 
your customers will plan to 
spend the week-end on any 
outing of some kind. Dis- 
play the items that are es- 
sential for the full enjoyment 
of such occasions. 


BILLS payable 
10 should be discounted 

today. There is no 
other way to save that two 
per cent as easily. Tidy up 
the window’s for Saturday’s 
selling. Re-arrange your 
stock so that the type of 
merchandise in demand is 
displayed in the most prom- 
inent locations. 


INSTRUCT the sales 
18 force to make a spe- 

cial effort today on 
increasing the amount of 
the average sale, by sug- 
gesting other items to cus- 
tomers. Unless you have the 
information, it will be ad- 
vantageous to ascertain the 
amount of the average sale 
in your store on a normal 
business day. How can you 
increase it? 





SOME hardware stores 

have found that a stock 

of flags produces a very 
neat yearly profit, when dis- 
played and advertised prior 
to national holidays. Com- 
plete sets for home use, con- 
sisting of a flag, staff, and 
metal bracket, will be a 
lively item in such stores 


are handled rapidly 

and with courtesy. 
One or two well chosen win- 
dow specials will aid in get- 
ting customers into’ the 
store. For this purpose, 
choose articles that appeal 
to women and preferably the 
type of items that require 
rather frequent replacement. 


11 SEE that customers 





HAVE you a window 
27 display this month 

featuring preserving 
equipment and other kitchen 
items housewives are using 
in preparing summer meals? 
Home canning has regained 
the popularity it enjoyed 
during the war. Make the 
most of the trend in this 
direction. 








Use the features of Hardware Age| 
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THIS is a splendid day 
4 for observing what 

people have purchased, 
influenced by the fact that 
it is Independence Day. Per- 
haps, you will discover some 
additional holiday articles 
to feature in your store next 
year. Fireworks and patri- 
otic toys are money making 
lines for some hardware 
merchants. 



































HAS your list of 
13 prospects been cir- 

cularized this month? 
Make use of the sales liter- 
ature furnished free by 
manufacturers. If you pre- 
pare your own _ circular 
matter make it convey the 
personality of yourself and 
accurately represent your 
store. 














THE month is two- 


thirds gone. How 
well have you done 
Start the week by 
installing especially good 
window displays. Don’t 
neglect your advertising. 
Aggressive methods ar e 
often more productive in the 
so-called dull periods than 
at any other time, as fewer 
stores are making a drive 
for consumers’ dollars. 


20 


so far? 


INSPECT your store 
28 for possible fire or 

accident hazards. 
This should be done at least 
once a month. Possibly you 
can devise some means for 
securing a much lower in- 
surance rate at very little 
expense. Perhaps your re- 
serve stocks can be placed 
and arranged more. con- 
veniently. 


ARE you’ keeping 
PS your stock complete? 

Incomplete stocks 
drive customers to. stores 
where their needs can be 
immediately supplied. Ask 
the sales force to turn in a 
want slip for every article 
a patron desired that was not 
on hand. Order such items 
as are in sufficient demand 
to warrant carrying a stock. 





ARE your overhead 
29 expenses too high? 

If so, perhaps you 
can do with less space and 
sub-let a portion of your 
store to keep expenses down. 
Some merchants have found 
that a smaller store in- 
creased customer circulation 
to the extent that the busi- 
ness improved over that ex- 
perienced in larger quarters. 


REMOVE the displays 
6 arranged for the Fourth. 

In their place arrange 
displays featuring goods of 
the type needed to cope with 
hot weather. Check over the 
bills payable and plan to 
take the discounts, even if 
special arrangements are 
necessary. »-Perhaps you can 
collect enough past due out- 
standing accounts to make 
this possible. 





| WHEN were your 
| 14 windows changed? 
| If the weather is hot 
and dry, as is usual at this 
season, put in a display of 
lawn hose, sprinklers, water- 
ing pots and similar items. 
Sporting goods, especially 
| bathing suits and tennis and 
| 


golf goods, are other lines 


to feature in a prominent 


manner, 


AS mid-summer is 
a. the height of the 
season for outdoor 
play, make arrangements to 
push the sale of children’s 
play equipment and outdoor 
toys. Lawn “gyms,” sand 
boxes, wading pools, roller 
skates, and wheel goods will 
move in lively fashion when 
coupled with a sales stimu- 
lating program of advertis- 
ing and display. 


LOOK into the mir- 
| 30 ror and ask the fel- 

low you see there 
what he has done to make 
the month’s business better 
or worse. Start planning to 
make August a much better 
month than usual. Think 
ahead. How much can you 
spend for advertising and 
how will it be expended? 


WHAT have you done 
7 to stimulate the sale of 
electric fans, ice cream 
freezers, refrigerators, 
ning supplies, bottling equip- 
ment, vacum containers, etc? 
The use of a “leader in each 
line to sell at an especially 
attractive price is advocated 
by many successful hard- 
ware dealers as a means of 
attracting buyers. 


THIS is pay-day for 


15 many large indus- 
tries. Have you tried 
arranging special selling 


events to take advantage of 
that fact? People usually 
have more money to spend 
on those days than at any 
other time. Get your share 
by displaying things’ they 
need at prices they will pay. 


DON’T forget that 
23 the adults like to 
spend a great deal of 
their time out-of-doors also. 
Feature croquet sets, lawn 
and porch furniture, garden 
accessories, beach equip- 
ment, camping supplies, 
marine goods, auto tires, etc. 
Get the vacation list for em- 
ployees arranged most con- 
veniently for all concerned. 


CHECK stocks today 
31 and send in re- 
. Plenishment = orders 
for needed items. Divide 


August into as many periods 
as you have salesmen and 
offer a prize for the sales- 


man who makes the best 
showing during the month. 
Or divide the store sales 
force into two teams to com- 
pete with each other in 
making the largest. sales 
total for the month. 


can-. 
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MORALE 


By SAUNDERS NORVELL 


| AVE just been reading the life of the French 


general, Turenne. You will remember he 

did most of the fighting for Louis the 14th. 
However, outside of France, Turenne as a soldier 
is almost unknown, but Napoleon considered him 
one of the greatest generals in the world, and ad- 
mitted that he owed more to his studies of Turenne 
than any other general. In this book I have been 
reading, Turenne repeatedly speaks of two things: 
One is what he calls his “dispositions,” which meant 
his strategy, his equipment, etc., and the other is 
“the morale of his troops.” Napoleon at St. Helena 
talked along the same lines. He considered the 
morale of an army as being just as important as 
all of the other factors combined. 

The depression through which we are passing, 
the unemployment on all sides, the stories of losses, 
of passed dividends, of concerns going into the 
hands of receivers, the daily stories of crimes that 
we read in the papers, all have an unconscious but 


powerful influence upon your morale, my morale 


and the morale of the nation. I have been wonder- 
ing if I tackle my job every day with my same old 
enthusiasm. I wonder if all the troubles I constantly 
read of and hear about are not affecting my eff- 
ciency. This is something that each one of us should 
watch carefully. No matter what troubles come our 
way, we should strive to rise above them. We should 
think of that poem— 
“T am the master of my fate. 
I am the captain of my soul.” 


In my daily work it is my good fortune to meet 
many merchants. Not a day passes that I do not 
have several visitors. I have found some of these 
men pretty blue. Their morale was pretty badly 
shot to pieces. One Western jobber called and told 
me all of his troubles, about all the bank failures 
in his territory, etc. Then I told him all of my 
troubles. I think I had just as many as he had. 
Then we looked at each other and burst out laugh- 
ing. It was really funny, because he said that he 
had rather dreaded coming to see me because he 
was in no humor to meet an optimist. 

Now the object of this one-page essay, and it is 
surely hard work to stay within one page, is to 
recommend to all of my readers that in these trying 
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times they first of all try to preserve their morale. 
In other words, keep your balance. Don’t let things 
get on your nerves. Of course, these hard times 
have been a jolt to the vanity of a good many of 
us. One of my friends said to me recently: “In 
1929 I thought I was a good.merchant, but in 1930 
and 1931 I have learned that I was not a good 
merchant, but business was good in 1929.” Well, 
there may be something to this. But win or lose, 
why should we all have an attack of nerves? 

It seems to me that in our correspondence some 
of our customers are losing their morale. Some of 
their letters of complaint seem to me to be unneces- 
sarily bitter. I think this is a bad thing for them 
and it is a bad thing for us. Writing one of 
these mean letters certainly cannot make a dealer 
feel better, and receiving one of these mean letters 
certainly does not make us feel better, and in 
addition to this, we do not believe it helps 
business a bit. Possibly we may have done some- 
thing wrong. We certainly have never claimed per- 
fection. But it does seem to us that when some of 
our good friends write us calling our attention to 
one of our errors, that they seem to take an unholy 
glee and pleasure in calling us down. Now we do 
not mind a calling down. We are rather used to 
that. But we do object to the joy they take in the 
performance. If their interest, as they imply, is 
for our own good, then it seems to me they should 
griéve over our weaknesses and tell us of our short- 
comings gently, but in some of the letters I have re- 
ceived there is no friendly grieving. There just 
seems to be a particular joy in calling us down when 
we have made a break. That does not help our 
morale. Therefore, in the general interest of the 
trade, we are writing this particular preachment 
reminding letter writers that a “soft answer turneth 
away wrath” and also that “if thy brother offend 
thee, do not let the sun go down without making 
peace with him” or words to that effect. 

Once it was my good fortune to be a student un- 
der one of the greatest business letter writers this 
country has ever produced, and I remember on one 
occasion he remarked: “In all my life I have made 
it a principle in writing a letter never to make a 
threat.” Just think that over! 
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At certain times of the day Mrs. 

This es MacRoss demonstrated fly tying, at 
} which she is very skillful. See for 

_" yourself the crowds that were inter- 


a 
California et & ; ested. The display was backed up 


7 by interior display in the sporting 
Window i goods department. 
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HIS window was used during the trout 

season by Chas. Brown & Sons, San 
Francisco, but the idea can well be utilized 
for other types of finishing windows. The 
background is constructed of several differ- 
ent cutout sections. The man in the fore- 
ground holding the fish is set some inches in 
front of the man in the boat, which is painted 
into the background. Some inches in front 
of the man standing are large (cut out) rocks 
from which flows a stream of water into the 
pool below. The water is kept circulating by 
a centrifugal pump concealed in back. 
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ONTRARY to the usual 

impression, _ installment 

sales do not make up a 
major part of our total retail 
business. In fact, they comprise 
only about 12 per cent of the 
more than 50 billions in that 
total. In other words, even if 
the entire installment structure 
were, through some incredible 
calamity, to be entirely obliter- 
ated, it would have no material 
reaction upon the 88 per cent of 
our retail buying which is han- 
dled through cash payments and 
open credit accounts. 

But a careful review of the 
situation fails to reveal that there 
has been any such holocaust in 
installment sales operations. In 
fact the evidence all goes to show 
that it has stood up under the 
strain of the depression in re- 
markable fashion, far better than 
many other supposedly more sub- 
stantial factors in the business 
mechanism. 


Not a Novelty 


After all, installment selling 
is no novelty. We have had de- 
cades of experience in this field 
with countless varieties of goods 
ranging from sewing machines 
to farm apparatus. In other 
words, this is by no means the 
first depression which install- 
ment selling has been called 
upon to weather. Perhaps the 
percentage of goods sold on in- 
stallments has in recent years 
been slightly increased, but the 
enormous expansion of non-in- 
stallment sales has evidently pre- 
vented any undue distortion of 
the whole retail picture, so far 
as the balance between the two 
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methods of distribution is con- 
cerned. 

Here is a piece of striking evi- 
dence as to the actual importance 
of this much-discussed method of 
selling. The Labor Department 
has tabulated the budgets of a 
number of families with an av- 
erage income of $2,400 a year, 
whose story on this installment 
question is “about that of the 
usual American city family” of 
moderate means. The annual 
payment made by this average 
family every year on its install- 
ment purchases was $55—a little 


THEY SPEND A LOT OF TIME 


AT HOME, TOO! 


The average 
American family 
spends only one 
dollar per week 
in installment 
buying. 






THAT INSTALLMENT 





over a dollar a week, out of the 
forty-five odd dollars of its in- 
come. Certainly no family in 
such circumstances could be de- 
scribed as wastefully extrava- 
gant when it pays out each week 
for its household and other ac- 
cessories a cost equivalent to the 
price of. a box of candy or a 
couple of tickets to the movies. 
During the past ten years 
American consumers set a lot of 
wise heads to most serious wag- 
ging over the assumed state of 
affairs that was being brought 
about by their willingness to buy 
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things on the installment plan. 
The automobile industry early 
found one of the main springs 
for its marvellous expansion in 
the bold exploitation of that sell- 
ing method. Old and new indus- 
tries alike were swift to imitate 
the example set. Jesters could 
mock all they pleased about our 
meek surrender of our incomes 
to the installment collector; we 
proceeded as a people, with his 
aid, to acquire new record quan- 
tities of radios and wrist watches, 
baby carriages and bath mats, 
automobiles and refrigerators— 
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by Dr. JULIUS KLEIN 
in Radio Talk Over Columbia System 


of every conceivable article of 
desire. It was obvious that in 
the growth of the system indus- 
try was finding extraordinary 
stimulus. 

Nevertheless there was an un- 
dertone of somber doubt in com- 
ment and jest upon the new trend 
as it persisted through the years. 
Very good people said bluntly 
that a nation engaged in putting 
itself “in pawn” to the install- 
ment system would bitterly re- 
gret its condition eventually. 
Buyers and sellers on installment 
were alike warned. Their con- 























DR. JULIUS KLEIN 


Unless you tuned in 
on the radio talk 
by the Assistant Sec- 
retary of Com- 
merce, May 17, you 
will want to read 
these excerpts in 
which the _install- 
ment buying is dis- 
cussed. 


duct was said to be primarily 
dangerous to themselves and sec- 
ondarily productive of hazard to 
our entire business structure. 
There was genuine and growing 
fear that this business of piling 
up, against the future earning 
power of consumers, a mass of 
obligations which ran to four 
billions a year—and that is a 
conservative estimate of the total 
6f installment accounts outstand- 
ing lately—would break down 
industry in case of any slacken- 
ing of activities. 

Let us consider some of the 
detail of the misfortunes which 
installment selling was declared 
to be storing up for us, to be de- 
livered whenever depression vis- 
ited us. We were warned that in- 
stallment buyers in hordes would 
find themselves unable to meet 
their* obligations, that goods 
would be thrown back upon sel- 
lers in unheard-of quantities. It 
was further predicted that new 
selling on installment would be- 

(Continued on page 72) 
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Summer! Dull Days Ahead 
Do Not Advertise! Better 





























WHAT’S YOUR SPORT? 
Enjoy this 


Do you golf? Play tennis? Fish? Swim? No 

matter what your sport may be, we have full Summer 

assortments of supplies to fill every require- ; 

; ment. Be sure to drop in and look over the lines. Get ig " the 7 the 
F porch or lawn. ile away 

Prices are most moderate. your leisure hours in @ com- 

fortable chair or couch ham- 








Golf Tennis ead prices are most 
(Items) (Items) 

Fishing Swimming 
(Items) (Items) 


Couch 
Hammocks, $0.00 


STORE NAME AND ADDRESS 


Strongly made steel frames 
with wire springs — covered 
' with tufted mattress of 
strong attractive fabrics. 


STORE NAME 
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— 4 Take a Canoe on 
ee / ASSN Your Camping Trip 


Make the camp trip more enjoyable 
and more healthful by paddling. 
There is a lot of good sport and 
exercise in a canoe. 


“Brand Name” Canoes, $00. 
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Tennis 


Racquets 
$0.00 


Made of best mate- 
rials to give long 
service. The proper \ 








Light in weight, they fairly skim across the water. Be sure genet oor 4 
to see these at this low price. game. No. $6 


STORE NAME AND ADDRESS 
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44 HARDWARE AGE 


STORE NAME 
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'for Those Merehants Who 
Try These Ads, NOW!!! 
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No. S7 


Instructions 
for Ordering 


If you have local stereotying 
facilities, request the complete 
sets of mats of all the adver- 
tising illustrations of these two 
pages, enclosing your check for 
$1.25. If you need mounted 
cuts order them by number given 
under each cut, listing the num- 
bers in a column. Figure the 
charge of 35c. for each cut when 
less than ten cuts are ordered ; 
when ordering ten cuts or more 
figure the charge at 30c. for 
each cut ordered. Enclose check 
with order, please—this saves 
bookkeeping for small amounts. 
Send all orders to 
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239 West 39th Street 
New York City 
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Don’t Worry 
About Your 


Tires 


When you start out on your 
vacation trip come here first 
and have us put a new set of 
tires on your car. Then tour 
to your heart’s content with- 
out the fear of blowouts. 


(List tire 
items here) 


STORE NAME 
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If You Do Your Own Repairing 


You Need Good Tools 


We write good tools because good tools are lowest in price in 
the long run. Here are some special values in good tools— 
every one should be in the tool box of the man who keeps 
his house in order. 











This saw will 
cut fast, $0.00 


This fine quality 
Hammer, $0.00 


Nothing like having 
a good hammer and 
here is one at a very 
small price. 






The best quality you 
can procure at even 
more money. Be sure 
to see it at this price. 






This Brace is 
Priced $0.00 


Excellent in construc- 
tion to give years of 
service. Very special 
at this price. 





A fine quality 
Plane for $0.00 



















Will give long ser- 
vice. Excellent cut- 
ting edge. Made of 
best materials, Spe- 
cial. 


STORE NAME AND ADDRESS 
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ae Call (Your Phone Number) 


We Cheerfully Deliver 
Your Phone Orders 


Just call us up at any time and we will deliver whatever 
We specialize in quick and excellent 
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order you may place. 
service. 


STORE NAME AND ADDRESS 
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Actual Window Trims 


NTHUSIASTIC 
comment from 

all sections has 
_ greeted HARDWARE 
AGE series of win- 
dow displays. They 
are published to 
help you with 
IDEAS rather than 
to amuse and en- 
tertain you. The 
large double - page 
photo shows the 
work of 5. 
McDonald, window 
trimmer with Steel 
Furniture and 


Hardware Co., Al- 
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that Can Be USED 


bany, Ga. What fisherman 
could pass that window? 
No progressive dealer sell- 
ing tackle will pass it 
either. 

The sporting goods dis- 
play at the top of page 46 
comes from Smith-Todd 
Hardware Co., Gulfport, 
Miss. Neat and attractive. 

If you carry toys as all- 
year merchandise you will 
find a helpful suggestion 
in the window display at 
the top of page 47. Two 
pages of actual window 
display photos next week 
—and every week. 


- cere eee meat me 
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Enthusiasm for these 
originally designed win- 
dow displays has ex- 
ceeded all expectations. 
Put them to work for 
your store and you will 
join the army of boost- 
ers for these sales pro- 
ducing ideas, too. 


You can put your 
windows on a schedule 
and follow these trims 
—They will be here 
waiting for you every 
week. Start today. 


LAYTIME for grownups 

as well as for kids means 

play equipment. The hard- 
ware merchant should impress 
upon the public that the hard- 
ware store is the logical place to 
buy such items. Many mer- 
chants have done this in their 
communities, and our window 
displays are designed especially 
to achieve that end. 

The importance of an atten- 
tion compelling poster such as 
we present each week cannot be 
overestimated, and our chart for 
reproducing such posters makes 









































Keep Displays Fresh— 
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Here are the IDEAS 


them extremely simple. The 
playtime suggestion window 
needs no explanation. 

In the sporting goods window 
there is more simplicity than 
there appears at first. To pro- 
duce the large black ball bat, 
golf stick and tennis racquet, 
-simply take a sheet off your 
wrapping roll long enough to 
reach from corner to corner. 
Sketch out the bat stick and 
racquet, paint them solid black, 
cut them out with the shears and 
fasten them to your background. 
This done make the circular sign 
as plotted on the chart and super- 


impose it as shown in the design 
below, and proceed with the dis- 
play. 

For the circular sign we sug- 
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Just enlarge the squares and 
map ’em out.... 


gest light blue with lettering in 
darker blue—contrasting sum- 
colors. 

Price tickets—don’t forget to 
use plenty of them. Have your 
window glass so clean that it ap- 





pears to be non-existent—a clean 
display for clean sport. 
There will be no summer 


slump if you give your store a 
refreshing bracer each week in 
the form of these sparkling dis- 
plays. 

There will be two more dis- 
play designs-in HarpwaRE AGE 
next week. Keep them fresh and 
we supply the ideas. 
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We Have Everything 
Here for ~BASEBALL 
GOLF ~ TENNIS 
~ CROQUET” 
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Seattle, Wash.—What firm makes 
the Mohawk Lawn mower?—C. C. 
Calhoun & Co. 

Answer: The Blair Mfg. Co., 
Springfield, Ill., and E. C. Stearns 
& Co., Syracuse, N. Y., both manu- 
facture a mower bearing this name. 


* *% * 


Big Bear Lake, Pine Knot, P. O., 
- Cal.—We note an article in the May 
8, 1930, issue of HARDWARE AGE 
entitled “Ping Pong Is Here Again.” 
Kindly provide the address of the 
company making these sets.—Better- 
ley’s. 

Answer : Parker Bros., Inc., Salem, 


Mass. 


* * * 


St. Louis, Mo.—Who makes Phe- 
noid and Imperial auto and furni- 
ture polish?—Central Parking Ter- 
minals, Inc. 

Answer: _Phenoid: Chalmers 
Chemical Co., 123 Chestnut St., New- 
ark, N. J.; Imperial: Wilson-Im- 
perial Co., 115 Chestnut St., New- 
ark, N. J. 


*% * *% 


Elizabeth, N. J.—Provide names 
of several sporting goods whole- 
salers in this locality, as we are in- 
terested in stocking a general line of 
merchandise of this type.—Clark 
Hardware Co. 

Answer: A. G. Spalding & Bro., 
106 Nassau St.; Alex Taylor & Co., 
Inc., 22 E. 42nd St.; H. D. Folsom 
Arms Co., 314 Broadway, and Harry 
C. Lee & Co., 10 Warren St., all of 
New York, N. Y. 
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Information regard- 
ing sources of supply 
as provided readers 
of Hardware Age by 
its Buyer’s Catalog 
Department is here 
presented as an 
aid to ethers in the 
trade who may be 
seeking the same ar- 
ticles. The inquiries 
reproduced have 
been selected be- 
cause of their gen- 
eral interest to hard- 
ware merchants and 
buyers. 


Vancouver, B. C.—Who makes 
Card holders for hotel guest room 
doors?—P. D. Gordon, Ltd. 

Answer: Corbin Cabinet Lock Co., 
New Britain, Conn., and L. F. 
Grammes & Sons, Inc., 239 Union 
St., Allentown, Pa. 


* * * 


Redford, Detroit, _Mich.—Who 
makes the Toro Silver Flash lawn 
mower, which is designed for bent 
grass?—The Everett-Taylor Co. 

Answer: Toro Mfg. Co., 3042 Snel- 
ling Ave., Minneapolis, Minn. 


* % * 


Los Angeles, Cal—Who makes 
porcelain lined glue pots?—Entz & 
Rucker. 

Answer: Chas. E. Francis Co., 
Rushville, Ind.; Marietta Hollow 
Ware & Enameling Co., Marietta, 
Pa., and Black Bros., Inc., Mendota, 
Il. 


—- = WAWannen 


Moorestown, N. J.—Who makes 
roller skates on shoes, similar to 
ice skates?—J. S. Collins & Son. 

Answer: Chicago Roller Skate Co., 
4436 W. Lake St., Chicago, III. 

* * * 

Bloomington, Ill—Who makes a 
wire flower holder formed of two 
strands of- No. 9 twisted wire four 
feet long, having an open loop about 
two inches in diameter to clamp the 
flower of a growing plant?—Holder 
Hardware Co. 

Answer: Geo. E. Alexander & Son, 
Sunapee, N. H. 

Fairmont, W. Va.—Provide names 
and addresses of several makers of 
leather sport clothing. — Morgan 
Hardware Co. 

Answer: Borman Sheep Lined 
Coat Co., Johnstown, N. Y.; Marcus 
Brier’s Sons, ~676 Broadway, New 
York, N. Y., and J. A. Dubow Mfg. 
Co., 1907 Milwaukee Ave., Chicago, 
Ill. ie i 


Norwich, Conn.—Provide names 
and addresses of several manufac- 
turers of wooden hay rakes.—The 
Yantic Grain & Products Co. 

Answer: Rugg Mfg. Co., Green- 
field, Mass.; South Tomworth Indus- 
tries, Inc., South Tomworth, N. H.; 
M. W. Stedman, Tryingham, Mass.; 
Geo. E. Alexander & Son, Sunapee, 
N. H.; Thos. E. Cheesebrough, Free- 
port, Mich.; H. D. Peters & Co., 
Gloversville, N. Y., and Stearns Rake 
Co, East Johnson, Vt. 

* * * 

Charlottesville, Va.—In one of the 
recent issues of HARDWARE AGE you 
gave the name of a manufacturer 
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who makes a rack for holding and 
measuring poultry netting. As we 
have misplaced this copy, will you 
provide the name? 

Answer: Way-Jack Co., Inc., 48 E. 
Water St., Poughkeepsie, N. Y. 


* * * 


Greenfield, Mass.—Provide the 
address of Heggie Simplex Co., 
makers of steam boilers.—Russell 
Mfg. Co. 

Answer: Heggie Simplex Boiler 
Co., Joliet, Ill. 

* * * 

Houston, Tex.—Who makes Fish- 
neel Tongs, as illustrated on attached 
catalog page?—-Peden Co. 

Answer: Simon Bernstein, Balti- 
more, Md. 

* * * 

Syracuse, N. Y.—Who makes buf- 
fing or polishing wheels by the name 
of Economy ?—Dayton Hessler Co. 

Answer: Hanson- Van Winkle- 
Munning Co., East Matawan, N. J. 


* *% * 


Baltimore, Md.—Provide name 
and address’of the manufacturer of 
the Leslie bulb sponge used by 
molders.—Ernest Ritterhoff & Sons. 

Answer: Leslie & Miller, 138 W. 
15th St., New York, N. Y. 


* * * 
Susquehanna, Pa.— Who makes 


Tip-Top lawn mowers?—E. K. 
Owens Hardware Co. 


Answer: Mowers bearing this 
name are made by both the Ameri- 
can Lawn Mower Co., Muncie, Ind., 
and the Worcester Lawn Mower Co., 
Worcester, Mass. 


* * * 


Franklin, N. H.—Who manufac- 
tures Cheney brand flashing which 
is used in fireproof construction 
work? Also advise name and ad- 
dress of manufacturer of Gillis & 
Geoghegan ash hoists.—Clarence P. 
Stevens Co. 

Answer: Flashing: Cheney Co., 
Winchester, Mass. Ash hoists: Gillis 
& Geoghegan, 537 W. Broadway, 
New York, N. Y. 


* * * 


Quebec, Que., Canada. — Who 
makes Maxim Silencers for firearms? 
—Chinic Hardware Co. 

Answer: Maxim Silencer Co., 
Hartford, Conn. 


* * * 


Hinsdale, I1].—Who makes a gaso- 
line child’s auto, similar to the Red 
Bug electric child’s auto?—Soukup 
Hardware Store. 

Answer: Custer Specialty Co., 
Dayton, Ohio. 


* * * 


Minneapolis, Minn. — Provide 
names and addresses of several man- 
ufacturers producing chromium pipe 
for gas stoves. 


Answer: Acorn Elbow & Mfg. Co., 





Ballonoff Metal Products Co. and 
McCarthy Mfg. Co., all of Cleveland, 
Ohio. 


* * * 


Wilmette, Ill—Provide several 
names of manufacturers of pewter 
ware.—A. C. Ohlendorf. 

Answer: International Silver Co., 
Meriden, Conn.; Jennings Silver Co., 
Irvington, N. J.; Sundstrom Studio 
of Metal Art, Chicago, IIl.; Middle- 
town Silver Co., Middletown, Conn.; 
Colonial Silver Co., Portland, Me.; 
Main Metalware Mfg. Co., 66 Water 
St., Brooklyn, N. Y.; and Mantner 
Mfg. Co., 260 West St., New York, 
N. Y. 


* * * 


Hiddenite, N. C.—Where can parts 
for the Jones mowing machine be 
secured ?—G. E. Marsh. 

Answer: International Harvester 
Co., 606 S. Michigan Ave., Chicago, 
Ill. 


* * * 


Shaker Heights, Ohio—Advise 
present address of the Eden Spe- 
cialty Co., formerly located in Brook- 
lyn, N. Y.—Shaker Heights Hard- 
ware. 

Answer: This concern as well as 
its successor are no longer in busi- 
ness, but the Irving Hardware Co., 
12 Warren St., New York City, is 
now handling the Eden line of levels. 


Profitless Merchandising Retards Prosperity 


HE most significant fact in the 

status of the international trade 
of the world is that the volume of 
merchandise sales about equals that 
of a few years ago when business 
was enjoying substantial prosperity. 
But price levels have fallen to the 
point where profit has been largely 
eliminated. The chief factor of the 
present situation is profitless mer- 
chandising. 

An essential necessity of the pres- 
ent economic situation is an advance 
in commodity prices. When prices 
are falling, buyers tend to withdraw 
from the market. It is rising prices 
that stimulate buying and consump- 
tion and a return of prosperous times. 
Anything, therefore, which tends to 
postpone recovery in commodity 
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prices, more especially those in- 
fluences which are unfair and uneco- 
nomic in character, should be dis- 
continued. 

The importance of fair prices can- 
not be overestimated in influencing 
the restoration of trade. Sellers can- 
not expect to obtain fair prices for 
their own products unless, as buyers, 
they are willing to pay fair prices 
for the commodities and services to 
their industry. Competition is unfair 
both to industry and to the com- 
munity when price cutting compels 
the sale of goods at a loss. Basic 
commodities are being sold at cost 
or less. Profitless merchandising re- 
tards prosperity and affects the posi- 
tion of the wage earner. 

Our foreign trade is susceptible 


to world conditions, but it should be 
possible to stabilize our domestic 
market, which would have a strong 
stabilizing influence in other coun- 
tries. 

No one contemplating the vast re- 
sources of the United States; the 
basic soundness of our institutions; 
our financial and industrial integrity, 
which so powerfully has sustained 
our country in the perplexing and 
trying period through which we have 
been passing; our creditor position 
in the world; our unimpaired eff- 
ciency and economic strength and 
the splendid morale of our people 
can have any doubt that we possess 
in ourselves the power to lead in 
world trade recovery.—Declaration 
of National Foreign Trade Council. 
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Steel Industry Warehouse 
Distributors’ Associations 
Meet in Pittsburgh 


ETTER merchandising meth- 
B ods, quantity extras on steel 

products, methods of cost re- 
duction, and the introduction of new 
lines were among the topics con- 
sidered at consecutive meetings held 
in Pittsburgh, May 18 to 20 inclu- 
sive, by the steel industry’s two ware- 
house distributors’ associations. 

At its meeting, the American Steel 
and Heavy Hardware Association 
voted to change its name to the 
American Steel Warehouse Associa- 
tion, while the National Association 
of Sheet Metal Distributors, having 
been known up until last year as the 
Metal Branch of the National Hard- 
ware Association, met for the first 
time under its new name. Meeting 
at the same place on consecutive 
days was also an innovation for the 
two groups, and the idea. met with 
such ‘success that it will likely be 
continued in the future. 

As had been expected, both groups 
were forced to report rather unsatis- 
factory operating results during the 
past year, but the opinion was widely 
expressed that improvement can be 
expected before the end of the year. 

Stressing the importance of sound 
merchandising methods to both man- 
ufacturers and distributors, G. F. 
Ahlbrandt, general manager of sales, 
American Rolling Mill Co., Middle- 
town, Ohio, pointed out to the steel 
warehouse group that the paramount 
question of the steel industry during 
the next decade would be not how 
well it can produce, but how well it 
can sell. 

George S. Case, president Lamson 
& Sessions Co., Cleveland, told the 
same group what bolt and nut manu- 
facturers are doing to reduce their 
expenses and improve service. Stat- 
ing that bolt and nut makers have 
been able to introduce economy 
without cutting the wages of labor, 
he pointed out that better schedules, 
improved equipment and better 
working arrangements have been 
largely responsible. 

In a report of the association’s 
cost of doing business committee for 
the past year, G. K. Conant, Sligo 
Iron Store Co., St. Louis, revealed 
that the 28 companies contributing 
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to the survey had a net loss of 74c. 
on each $100 worth of business 
done in 1930. As was shown in 
compilations made by the associa- 
tion, gross profit declined very little, 
although administrative expenses, 
fixed charges, warehousing and han- 
dling, and selling expenses all rose 
sharply. 

The wide market for sheet steel 
awaiting distributors in the build- 
ing field was outlined by S. A. 
Knisely, trade research division, 
National Association of Flat Rolled 
Steel Manufacturers, Cleveland. He 
stated that a recent survey reveals 
the potential market for flat steel 
products in the steel industry 
amounted to 7,000,000 tons an- 
nually. 

Walter S. Doxsey, editor, Daily 
Metal Trade, Cleveland, also stressed 
the possibilities of sheet steel in 
construction, and cited the potenti- 
alities of other sheet metals, such as 
aluminum, copper, zinc, etc. 

Decision to petition mills for a 
restoral of the former 2 per cent 
discount to distributors on galvan- 
ized sheets and long ternes was 
reached at one of the sessions of the 
sheet steel group following consider- 
able discussion. As proposed by 
F. J. McNeive, W. F. Potts’ Son & 
Co., Inc., Philadelphia, chairman of 
the association’s sheet steel commit- 
tee, it was decided to request mills 
for this increase only, on coated 
steets, which would return these 
items to the same basis as that now 
in effect on tin plate and terne plate. 

In reporting for the association’s 
committee on terne plate, Robert H. 
Lyon, Lyon, Conklin & Co., Inc., 
Baltimore, suggested a standardiza- 
tion of brands of terne plate as a 
means of simplifying sales on this 
product. In the discussion that fol- 
lowed it was indicated that manu- 
facturers might be willing to sta- 
bilize on three brands of plate, with 
40 lb., 20 lb. and 8 Ib. coatings re- 
spectively. 

H. R. Caldwell, division of sim- 
plified practice, Department of Com- 
merce, Washington, outlined the 
progress made in the last year in 
the simplification of sheet steel lines. 





He urged members to get behind a 
movement to identify all simplified 
products by means of some suitable 
stamp, and stated that mills were 
willing to cooperate along these 
lines. 

Pointing out that variations in 
zinc coating on galvanized sheets for 
roofing purposes, with consequent 
difference in wearing qualities, had 
seriously handicapped sales in the 
agricultural districts, J. D. Conover, 
American: Zinc Institute, New York, 
presented the results of a wide sur- 
vey conducted by the Institute. 

The efforts being made by manu- 
facturers of rolled copper products 
to stabilize distributors’ markets 
were outlined by H. B. McCrone, 
American Brass Co., Waterbury, 
Conn. A. W. Howe, J. M. and L. A. 
Osborn Co., Cleveland, reporting for 
the association’s sheet copper com- 
mittee, stated that conditions in this 
market had improved materially be- 
cause of the cooperation of mills. 

The following officers were chosen 
for the 1931-32 term of the Ameri- 
can Steel. Warehouse Association: 
President, W. J. Holliday, W. J. 
Holliday & Co., Indianapolis; first 
vice-president, Guy T. Bible, Horace 
T. Potts & Co., Philadelphia; sec- 
ond _ vice-president, Clarence C. 
Dodge, George F. Blake, Inc., 
Worcester, Mass. ; secretary-treas- 
urer, B. R. Sackett, Philadelphia; 
counselor, George A. Fernley, Phil- 
adelphia; executive committee (new 
members), Carol C. Harvey, Arthur 
C. Harvey & Co., Boston, and Lester 
Brion, Peter A. Frasse & Co., New 
York. . 

Officers elected to serve the 1931- 
32 term for the National Associa- 
tion of Sheet Metal Distributors are: 
President, F. O. Schoedinger, F. O. 
Schoedinger Co., Columbus, Ohio; 
vice-president, A. W. Howe, J. M. 
& L. A. Osborn Co., Cleveland; 
secretary-treasurer, George A. Fern- 
ley, Philadelphia; executive commit- 
tee, A. J. Luedke, Milcor Steel 
Co., Milwaukee, and George 0. 
M. Johnson, McClure-Johnston Co., 
Pittsburgh, 1931-1934, F. J. Mc- 
Neive, W. F. Potts’ Son & Co., Phil- 
adelphia, and C. S. Harper, Harper 
& McIntire Co., Ottumwa, Iowa, 1930- 
1933, W. H. Bowe, Herrick Co., Bos- 
ton, and L. D. Mercer, Republic 
Steel Corporation, Youngstown, 
1929-1932. 
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Arkansas Association Held Two Day 
Convention at Little Rock. May 23-29 


thirty-first annual convention 
of the Arkansas Retail Hard- 
ware Association on May 27 and 28. 
Convention headquarters were in 
the Hotel Marion. The meeting was 
declared very successful. Attend- 
ance was much better than had been 
anticipated as the date was once post- 
poned and at one time the advisabil- 
ity of abandoning this year’s meet- 
ing was seriously considered. About 
30 per cent of the organization’s mem- 
bership was represented. The brief- 
ness of the program served to elimi- 
nate much of the lost motion, which 
often prevails at similar meetings and 
interest was maintained at a keen 
pitch during every business session. 
At the opening session, Wednes- 
day afternoon, President Ray Merri- 
wether delivered a short and timely 
message, which was followed by the 
report of Secretary L. P. Biggs. 
There were no addresses of welcome 
or responses to the same. 
Herbert P. Sheets, managing di- 
rector, National Retail Hardware As- 
sociation, Indianapolis, Ind., was 


ITTLE ROCK was host to the 





RAY MERRIWETHER 
Retiring President 


then introduced to speak on “The 
Problem of Profit.” Mr. Sheets dis- 
cussed the social and economic 
changes that have taken place dur- 
ing the last decade, emphasizing the 
steps that business must take to con- 
form to the new order of things. 
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Special stress Was placed upon some 
of the factors essential in meeting the 
present merchandising situation. 

Paul M. Mulliken, managing di- 
rector, Illinois Retail Hardware As- 
sociation, was the next speaker and 
“Where Is Business” was his subject. 
Mr. Mulliken gave a graphic demon- 
stration showing how hardware mer- 
chants can route and locate sales op- 
portunities and convert them into 
profits. 

In bringing the opening session to 





L. P. BIGGS 
Secretary 


conclusion, a half-hour service paid 
tribute to the memory of the late 
Hamp Williams. FE. E. Mitchell, 
Morrillton, told of the fine qualities 
he had found in Mr. Williams in 
their 25 years of friendship. Mrs. 
Mitchell also spoke of Mr. Williams, 
paying his memory the following 
tribute: “Mr. Williams was a great 
man. Why was he great? He was 
a dreamer and made, in a measure, 
his dreams come true. First by his 
originality. He didn’t think as other 
men thought, nor did he speak as 
other men spoke. Consequently, he 
gave new ideas to business, develop- 
ment and philanthropy. 

“He was sincere. He laid all his 
cards upon the table and he ex- 
pected other men to do the same. 

“He helped to make his dreams 
come true by his dynamic energy. 
Fire, storm, drought and_ flood 


couldn’t quench his indomitable 
spirit. He was on the job early and 
late. 

“He was kind and genial. The as- 
sociation of friends was the chief 
pleasure in life. When we were go- 





JACOB HARTZ 
New President 


ing to Mr. Williams’ funeral, our 
young son, who had been in Hot 
Springs with the Boys’ Band, and 
who had come in contact with Mr. 
Williams’ friendliness, said: ‘I 
haven’t a friend in Hot Springs now.’ 
How many boys and girls, men and 
women over the State were thinking 
the same thing, I dare say, though 
they hadn’t given expression to the 
thought. He was a good friend. 

“The greatest quality of his great- 
ness was that he realized that it isn’t 
all of life to live, or all of life to 
die; that this is just a preparation for 
eternal usefulness when death shall 
send the soul back to the Maker. 

“Should we mourn the passing of 
a good and great man to greater use- 
fulness?” 

Other tributes were paid by Mr. 
Sheets and Mr. Biggs. 

The Thursday session was held in 
the forenoon and Paul M. Mulliken 
was the first speaker. Mr. Mulliken’s 
subject for his second address on the 
convention program was “The Cost 


of Success.” Veach C. Redd, Cyn- 
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ews 0 
Changes, Meet- aed h 
ings, Current Jobbers and 
Events in the Manufacturers 
Trade of the 
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HORTON CO. APPOINTS | lines will be under direction of’ keeper. In 1884 he moved to| MeCASKILL REPRESENTS 
GENERAL SALES CORP. Mr. Porter, while Robert H.| New Britain, where he worked | ALUMINUM INDUSTRIES 

Blackball will continue in charge | as a bookkeeper for a plumbing Aluminum Industries, Inc., 


The appointment of the Gen- 
eral Sales Corp., San Francisco, 
Cal., as western sales represen- 
tatives for Horton Washers and 
Ironers is announced by A. M. 
Dodd, general sales manager, 
Horton Mfg. Co., Fort Wayne, 
Ind. The General Sales Corp., 
with headquarters at San Fran- 
cisco, covers the entire Pacific 
Coast States and maintains sales 
offices and warehouses at San 
Francisco and Los Angeles, Cal., 
Seattle, Wash. and Portland, 
Ore. 





GENERAL GRINDER AP- 
POINTS SALES AGENT 


The General Grinder Corp.. 
Milwaukee, Wis., has announced 
the appointment of Cavert, Lips- 
comb & Scruggs, Nashville, 
Tenn., and Dallas, Tex., as ex- 
clusive representatives to handle 
the entire Southern territory. 
Cavert, Lipscomb & Scruggs are 
one of the oldest established or- 
ganizations doing business in the 
South. They have covered this 
entire area for many years. 





U. S. HAME ACQUIRES 
LAWSON MFG. CO. AND 
WARNER HAMMER CO. 


U. S. Hame Co., Buffalo, N. Y., 
has announced the purchase of 
the assets of both the Lawson 
Mfg. Co., Cleveland, Ohio, and 
the Warner Hammer Co., Crom- 
well, Conn. The Lawson company 
manufactures the Lawson wrench, 
known to the trade as_ the 
wrench with the angle handle. 
The engineering department 
of the U. S. Hame organization 
has added refinements in design, 
construction and finish. The 
wrench will be marketed under 
the name of USHCO Lawson 
wrench. Warner hammers and 
chisels will be branded USHCO. 
Warner tools. The Warner busi- 
ness is one of the oldest hammer 
manufacturing companies in the 
country. 

Officers of the U. S. Hame Co. 
are: President, R. P. Carr; vice- 
presidents, J. M. Glaser and 
T. W. Porter; secretary, R. W. 
Southard, and treasurer, R. U. 
Carr. Sales activities on these 





of the railroad equipment divi- 
sion. The trade will be reached 
by the U. S. Hame sales force, 
assisted by manufacturers agents, 
who will be appointed by the 
company to cover various well 
defined territories. 





MEYERS, SALES MGR. OF 
STOLLBERG HDW., PAINT 

James C. Meyers has been ap- 
pointed sales manager of the 
Stollberg Hardware & Paint Co., 





JAMES C. MEYERS 


Toledo, Ohio, wholesale distrib- 
uters. Mr. Meyers, who has 
been closely associated with hard- 
ware wholesalers throughout the 
United States, was general sales 
manager of the Gendron Wheel 
Co., Toledo, Ohio, for a period of 
fifteen years. In his new posi- 
tion he will pay a great deal of 
attention to merchandising. 





ABBE DIES; WAS V.-P. 
AMERICAN HDW. CORP. 


Albert Norton Abbe, 71, a di- 
rector and vice-president of the 
American Hardware Corp., New 
Britain, Conn., died May 29 in 
the New Britain General Hos- 
pital of a cerebral hemorrhage, 
following a short illness. He was 
born in Enfield, Conn. Mr. Abbe 
started his business career in a 
provision house in New Haven, 
Conn., where he worked for 
three years, later going to a car 
trimming company as_ book- 
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house for a period of three 
years. 
Mr. Abbe became connected 


with the P. & F. Corbin Co. as 
purchasing agent, where he re- 
mained until 1903, at which time 
the American Hardware Corp. 
was organized, He was made 
general purchasing agent of the 
firm at the time of the merger. 
In addition to being director of 
the American Hardware Corp., 
he was a director of the Burritt 
Savings Bank and the Charter 
Oak Brick Co., as well as director 
of the P. & F. Corbin Co, until 
its absorption by the American 
Hardware Corp. 

He was active in civic affairs, 


being State Senator in 1909 and |. 


1910, as well as a member of 
various local government boards. 
During the World War he had 
charge of purchasing all mate- 
rials for his company and was 
engaged in important work for 
the United States Government. 
Mrs. Abbe survives. 


FEIKER IS DIRECTOR 
OF COMMERCE BUREAU 


Frederick M. Feiker, secretary 
of the Associated Business Pa- 
pers, Inc., New York City, of 
which, Harpware AcE is a char- 
ter member, has been appointed 
by President Hoover as director 
of the Bureau of Foreign and Do- 
mestic Commerce, succeeding 
William L. Cooper, who will re- 
sume his former post as commet- 
cial attaché in London, England. 
Mr. Feiker formerly served as 2:- 
sistant to Mr. Hoover, when the 
latter was Secretary of Com- 
merce, prior to which time he 
was a vice-president of the 
McGraw-Hill Publishing Co. He 
is well known for his trade as- 
sociation work as well as for his 
activities in the business paper 
field. 

Mr. Feiker was made head of 
this important bureau because of 
recognition of his knowledge of 
economic and industrial prob- 
lems of both domestic and fer- 
eign character. He enters his 
new position on Jul, 1. 





Cincinnati, Ohio, has appointed 
L. C. McCaskill as special rep- 
resentative in southwestern terri- 
tory Mr. McCaskill will cover 
the entire southwestern section 
under supervision of C. E. Stock, 
southwestern manager of the 
company, with headquarters at 
Kansas City. 

Mr. McCaskill has been con- 
nected with the automotive in- 
dustry nine years and prior to 
his acceptance of his present as- 
signment was connected with the 
General Motors Acceptance Corp. 
Much of his time has been spent 
in that portion of the country 
where he will represent the Cin- 
cinnati concern. 


F. J. ARMSTRONG HEADS 
ZENITH PROMOTION UNIT 


A. T. Haugh, general sales man- 
ager of the Zenith Radio Corp., 
Chicago, Ill, has announced 
the appointment of F. J. Arm- 
strong as sales promotion man- 
ager. Mr. Armstrong is excep- 
tionally well known today in the 
radio business and especially in 
sales promotional activities in- 
volving marketing of radio sets 
through the dealer to the con- 
sumer. Mr. Armstrong developed 
the first automatic wireless out- 
fit to.operate in lifeboats during 
the war. 

He has been sales manager of 
a large farm lighting manufac- 
turer and of a nationally recog- 
nized automotive concern. His 
activities extend from consulting 
radio engineer to special devel- 
opment work on display mate- 
rials and devices for promoting 
sales. Mr. Armstrong comes to 
the Zenith Radio Corp. from the 
radio division of the Club Alu- 
minum Company, where he was 
general manager. 








Cc. A. POELKER DIES 

Clemens A. Poelker, 82, who 
conducted a_ retail hardware 
store in St. Louis, Mo., for 21 
years, died in that city, June 1, 
after a brief illness. Mr. Poel- 
ker was born in Germany, com- 
ing to St. Louis from Aviston, 
Ill., in 1876. For 25 years he was 




















COMMERCE DEPARTMENT 
WILL SURVEY ALABAMA 
RETAIL TRADE PRACTICE 


(From Our Washington Bureau) 

Active work on the proposed 
study of managerial methods 
among Alabama retailers to be 
conducted by the Department of 
Commerce in cooperation with 
the University of Alabama as an 
aid to more profitable coopera- 
tion by merchants generally is 
being undertaken with the de- 
parture for Birmingham of 
Eugene C. Sheeler and H. Kilby 
Hall, business specialists of the 
Merchandising Research Divi- 
sion. 

The Alabama Retail Manage- 
ment Practices Survey will aim 
to shed light upon the merchan- 
dising methods which are being 
used with most satisfactory re- 
sults by representative merchants 
of the State as exemplified in 
the communities chosen as sites 
for the survey. 

Four cites, two of more than 
20,000 population, and two under 
5000, have been chosen for spe- 
cial study in the survey. Tusca- 
loosa, Selma, Eutaw and Cullman 
are the cities designated by rep- 
resentatives of the Department 
and Alabama business interests 
which are sponsoring the survey. 

Establishments in a number of 
different lines of trade will be 
contacted in these communities, 
it was stated by H. C. Dunn, 
Chief of the Division. The 
points to be studied will include 
sales promotion policies, credit 
practices, accounting methods, 
delivery policies, and numerous 
other elements of successful re- 
tail management. The results of 
the survey are expected to prove 
of value to merchants in cities 
and towns throughout the State 
and the country at large. 

Mr. Sheeler, who is chief of 
the Special Trade Studies Section 
of the Merchandising Research 
Division, will direct the prelim- 
inary organization work of the 
Alabama survey. Mr. Hall will 
remain to supervise the field 
work during the entire period of 
the study, which is expected to 
extend well into the summer. 

The data secured will be anal- 
yzed by trade specialists in the 
Bureau of Foreign and Domestic 
Commerce and the results will be 
published as a Government re- 
port for general use by retail 
merchants and all others inter- 
ested in the problems of mod- 
ern merchandising. 

Dean Lee Bidgood of the 
School of Commerce and Busi- 
ness Administration of the Uni- 
versity of Alabama heads the 
local committee which will co- 
operate with the Government rep- 
resentatives in the conduct of 
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the survey. Survey headquar- 
ters will be maintained with the 
business school of the University 
of Tuscaloosa. 





CLYDE JENNINGS DIES 


Clyde Jennings, 55, former 
editor of Sanitary & Heating 
Age, published by the United 
Business Publishers, Inc., of 
which HarpwarE AGE, is a part, 
died June 5 in Philadelphia, 
Pa., at the home of his son. 
Mr. Jennings, who was suffer- 
ing from heart trouble and a 
complication of diseases, te- 

















CLYDE JENNINGS 


signed recently from his position 
as editor of Sanitary & Heat- 
ing Age. Prior to becoming af- 
filiated with that paper he was 
connected with the editorial 
staff of HarpwarE Ace. He was 
at one time city editor of the St. 
Louis Post-Dispatch. At the 
time of his death he was a di- 
rector of the Newspaper Club of 
New York. A second son, resid- 
ing in New York City, also sur- 
vives. 





DU PONT CELLOPHANE 
PLANS EXPANSION 


The du Pont Cellophane Co., 
subsidiary of E. I. du Pont de 
Nemours & Co., Wilmington, Del., 
is reported about to start expan- 
sion on the Buffalo, N. Y., plant. 
Several hundred additional work- 
ers will be employed upon com- 
pletion of the plant. Other du 
Pont cellophane plants are lo- 
cated at Richmond, Va., and Old 
Hickory, Tenn. The Buffalo 
plant will be largely devoted to 
the production of moisture-proof 
cellophane. 





TRITLE, WESTINGHOUSE 
V.-PRES. AND MANAGER 


At a recent meeting of the 
board of directors of the West- 
inghouse Electric & Mfg. Co., 
East Pittsburgh, Pa., J. S. Tritle 
was elected vice-president and 
general manager in charge of 





manufacturing, sales and engi- 
neering operations of the com- 
pany, reporting to President F. A. 
Merrick. 

Mr. Tritle entered the elec- 
trical engineering contracting 
business in 1895, in which he 
continued for eight years. At 
the outset of the World’s Fair in 
St. Louis he accepted the posi- 
tion as chief of construction, and 
at the close of the fair became 
manager of the Kansas City dis- 
trict for the Westinghouse com- 
pany. When the St. Louis and 
Kansas City offices were consol- 
idated, Mr. Tritle assumed 
charge of both. 

In 1922 he was made manager 
of the merchandising division of 
the general sales department of 
the company. In 1925, when a 
separate department was made of 
the merchandising business, he 
was made general manager of 
the merchandising department, 
overseeing engineering and man- 
ufacturing as well as sales work. 
on May 1, 1929, vice-president in 
charge of manufacturing opera- 
tions. 


SUPREME COURT WILL 
REHEAR DECISION ON 
INDIANA CHAIN TAX 
(From Our Washington Bureau) 

The Supreme Court of the 
United States has granted per- 
mission for the filing of a peti- 
tion for a rehearing of the 
court’s decision upholding the 
Indiana tax on chain stores. The 
petition is to be filed within 30 
days from June 1. The court 
will not pass upon the petition 
until October, when it recon- 
venes. Meantime, the decision 
applies and the taxes provided 
by the Indiana law on chain 
stores are valid. 

The right to file a petition’ for 
rehearing was asked by counsel 
for the estate of Lafayette Jack- 
son, Indianapolis, who brought 
the suit originally. Mr. Jackson 
died since the court handed down 
its decision. 

The District Court in Indiana 
entered a perpetual injunction, 
holding the Indiana chain store 
tax law to be unconstitutional, 
but its findings were reversed by 
the United States Supreme Court. 

Much interest has been mani- 
fested in the decision. While it 
has met with approval by some 
as a means of protecting the in- 
dependent retailer from the chain 
store, others are of the opinion 
that, on the contrary, it opens 
the door for taxing individual 
stores. The point also has been 
made that the tax will inevitably 
be passed along to the consumer 
and thus increase the cost of 
living. 





COMMISSION DISMISSES 
COMPLAINT AGAINST 
SPORT GOODS MAKER 


(From Our Washington Bureau) 
The Federal Trade Commis- 
sion has dismissed a complaint 
charging a New York manu- 
facturer with unfair competi- 
tion in the sale of golf balls. 
The dismissal follows the com- 
pany’s signing of the trade prac- 
tice conference rules for the ath- 
letic goods industry, which cover 
the allegations of the complaint. 
Since other manufacturers in the 
athletic goods industry had fol- 
lowed the same practices com- 
plained of, the proceeding was 
considered to be a test case. 

The athletic industry rules, re- 
cently issued by the Commission, 
refer to such practices as secret 
giving of money or gifts to rep- 
resentatives of customers; pre- 
senting gifts to athletic organiza- 
tions or athletes to induce them 
to adopt as “official’ the goods of 
a company; advertising that win- 
ners of athletic competitions use 
the athletic goods of a company 
where such use had been induced 
by gifts or payments; presenting 
gifts to instructors or directors of 
athletics, without the knowledge 
of their employers, upon condition 
that a company’s goods be recom- 
mended and using names of 
prominent athletes on athletic 
goods when such persons did not 
design or do not bona fide in- 
dorse or use such goods. 


G. M. BAIRD IS NOW 
MANUFACTURERS’ AGENT 


Geren M. Baird has joined the 
G. M. Baird & Co., manufactur- 
ers’ agents. Offices are located 
at 564 Randolph Building, Mem- 
phis, Tenn. Territory to be cov- 
ered includes Virginia, North 
Carolina, South Carolina, 
Georgia, Florida, Alabama, Mis- 
sissippi, Tennessee, Arkansas and 
Louisiana. The sales policy of 
the company will be 100 per cent 
to the jobber. It is planned to 
start operations on July 1. 


HILLERICH & BRADSBY 
HAVE FIRE IN PLANT 


Lumber for baseball bats and 
golf club shafts, reported worth 
a half - million dollars, was 
burned in the fire at the Hillerich 
& Bradsby Co., Louisville, Ky., 
plant on June 6. The lumber 
burned was ash and_ hickory, 
more than two years old. Officials 
estimated that 2,000,000 pieces of 
lumber were burned. 
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Valuable Delivery Truck Economies 
for Wholesaler and Retailer 


ELIVERY truck expense should 
D be considered upon a basis 
of its ratio to other costs 
and expenses. Reduction of idle 
time and correct loading and moving 
of trucks as fast as traffic and safety 
will permit are big points for whole- 
salers and retailers to consider in 
the operation of trucks. Time lost in 
delayed assembling and loading and 
delays at the point of delivery are 
also large factors in the total of idle 
time periods in the use of trucks. 

Control of idle time can be helped 
by assembling, loading and deliver- 
ing at times least interfering with 
other business operations. In the case 
of loading trucks, it might be well to 
stagger the hours of the porters and 
shipping clerks, so that trucks going 
a good distance, starting in the morn- 
ing would be loaded the evening be- 
fore and trucks for afternoon deliv- 
ery loaded in the morning. Trucks 
may be used to their maximum ad- 
vantage, if staggering of assembling, 
loading and delivery is properly ac- 
complished. 

Even the height of the shipping 
platform can have a distinct bearing 
upon the cost of trucking. If it does 
not meet the level of the truck, addi- 
tional time and effort are caused in 
the loading and unloading of the 
truck. When the truck has finished 
a delivery, the helper should be sort- 
ing the merchandise for the next call. 
These two factors are sources of 
easily controllable expense. 


Avoid Improper Loads 


How large a load the truck should 
carry is an important point to study. 
Either an underload or an overload 
is expensive and frequently danger- 
ous. And the only means of elimi- 
nating or avoiding improper loads 
is to properly route your shipments 
and to have the right type of trucks, 
and the correct number of vehicles. 

Underloading is expensive because 
you are paying for the hauling of 
weight that is not part of the pay- 
load. As far as possible the weight 
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specified by the truck manufacturer 
as being the correct capacity should 
be adhered to in the loading of the 
truck. Overloading is costly” as it 
puts unnecessary strain upon the en- 
tire truck, reduces speed below a 
profitable point and endangers the 
crew as well as pedestrians and other 
auto vehicles. Even for short hauls 
of a few blocks overloading is dan- 
gerous, particularly in congested dis- 
tricts and railroad yards. 

In line with truck costs, it would 
be better in some instances to dis- 
continue serving customers in widely 
scattered communities, which do not 
have much of a demand for your 
merchandise. Or delivery in such 
sections could be handled by a truck- 
ing firm at a lesser cost than you 
could manage it for. In any case 
getting your customer to buy more 
merchandise at a time would de- 
crease the unit cost of delivery to 
even a sparsely settled area. 


When Buying Trucks 


When buying new trucks, whether 
they are additions or replacements, 
your present equipment’s perform- 
ance should be thoroughly analyzed. 
Do you need light, heavy or medium 
trucks or all three types? Or, could 
a haulage company better handle 
your traffic? The equipment of your 
nearby rival should not be consid- 
ered to any great extent as his prob- 
lems of delivery may be entirely dif- 
ferent. Your customers and trading 
area might be of such a-nature as to 
demand different equipment. Per- 
sonal likes and dislikes should not 
be considered nor should purchase 
price be too important a factor in 
your analysis. Actual needs should 
be studied. 

Perhaps a study of present truck 
equipment will reveal the fact that 
more trucks are needed or that fewer 
trucks of a different classification 
could be used to advantage. In all 
instances the trucks you now have or 
that you plan to acquire will not op- 
erate profitably unless they are kept 


in the best of mechanical condition. 
If they are kept in good condition 
they can be operated in most in- 
stances at economical rates, provided 
the equipment is the correct kind for 
your needs and the demands of your 
customers. These points should be 
considered whether your business is 
retail, wholesale or both. 


Some Hardware Records 


Recently 100 hardware firms using 
a total of 268 trucks were questioned 
as to their trucking practices by the 
General Motors Truck Co., Pontiac, 
Mich. It was learned that 200 trucks 
used were light-duty models, having 
a capacity from 1% to 114 tons, while 
56 trucks or 21 per cent of the total 
were rated at from 114 to 3 tons. 
Four per cent of the trucks or 12 
were rated at capacities over 314 
tons. Of the 100 organizations, 35 
companies used special bodies, while 
58 firms used standard bodies and 
four organizations operated both 
types. Ninety-seven per cent of the 
firms paid straight salaries to driv- 
ers, 2 per cent of the companies gave 
both salary and bonus to operators, 
and 1 per cent of the firms paid a 
straight commission on deliveries. 

Seventy-three per cent of the firms 
did all hauling and delivery with 
their own trucks, while 27 per cent 
of the concerns did no hauling or de- 
livery with their own trucking equip- 
ment. Firms who did part of their 
own hauling in some instances used 
trucking firms for cartage to and 
from the railroad, for heavy deliv- 
eries, for long-distance hauls or for 
light delivery work in some cases. 

Some of these firms questioned had 
complete figures on their trucking 
costs, while others did not have very 
complete figures. A study of hour 
costs and needs in truck operation is 
an important thing and the makers 
of trucking equipment are able to 
give you facts and figures that would 
help greatly in the solution of your 
trucking problems. 
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LETTERS from the TRADE 


Your editorial anent Taxes is 
timely. 

Here in Wheeling has been or- 
organized the “Wheeling Property 
Owners Division,” affiliated with 


Wheeling Real Estate Board. 


Last fall our Real Estate Board 
agitated the question of tax levy and 
was successful in keeping the thing 
agitated, which resulted in a reduc- 
tion of approximately 25 per cent 
in taxes for the year 1930. All signs 
now point to a concerted drive about 
to be launched by all tax levying 
bodies to do the very thing that you 
refer to—secure money with which 
to meet the increased taxes needed 
to pay for foolish expenditures. 

Somehow or other the politician 
seems to use a different system than 
business men employ. If they come 
to the end of the year and find them- 
selves short of funds, they conclude 
it is due to one cause only, namely, 
that they didn’t collect enough. Ap- 
parently it doesn’t occur to them that 
economies must be practiced and 
those in public life must fall into 
line exactly as industry .and com- 
merce does. 

Personally, I do not advocate go- 
ing about this with a big stick, at 
least until other methods prove in- 
effectual. The thought we have is 
to counsel with our tax levying 
bodies, reason with them that since 
nobody is flush with money, all of 
us must practice economy since 
everybody will be spending from a 
reduced income or flattened pocket- 
book. 

The taxpayer has generally fol- 
lowed the course you hint at, of not 
saying anything until after he gets 
a wallop and then yelling—when it 
is often too late. We hope to be 
able to interest those who are 
vitally and financially affected and 
be able to present fairly, but yet 
very forcefully, the position of those 
who, after all, are called upon to 
foot the bills. 

It is all right for some of our 
captains of industry and those. in 
public life to say that they want 
high wage levels maintained, that 
we ought to spend millions, and mil- 
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lions, and millions for improvements. 
Some of the improvements may be 
desirable, a few of them may be 
needed, but most of them, I suspect, 
we can get along without. At any 
rate it is time to take stock of our- 
selves as our mutual friend, Galla- 
her, so ably pointed out in that arti- 
cle of his in your May 7 issue. 
Keep up the good work. 
W. F. Kennepy. 


“We will probably call this organ- 
ization ‘Ohio County Property Own- 
ers Division,’ thus taking in farm 
and suburban property owners in ad- 
dition to Wheeling proper.” 


The writer has read with much 
interest your masterly article, “The 
Distribution Racketeer.” I am, there- 
fore, writing this letter in apprecia- 
tion, as it is deserving of applause 
from all branches of the hardware 
trade. 

The write-up is timely and sets 
for the situation so clearly that even 
the dumbest who reads it should un- 
derstand and take heed. I have come 
in contact with these helpful (?) 
gentry, and know that your indict- 
ment is true.—Yours truly, 

F. L. Farra 
Detroit. 
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J. A. WARNER 
SETH MAHOWARE & HFS. Co. 


St. sosurm, Mo. 


Mr. Llew Soule, Editor 


239 West 39th St. 
New York, N. Y. 


Dear Mr. Soule: 


At the Mid-year Meeting of 
the Executive Committee and Advisory 
Board of our Association held in- Pittsburgh, 
May 2lst, the subject of merchandising by 
utility companies was thoroughly discussed. 


At this Meeting a resolution 

| was adopted to the effect that we extend 
to you the appreciation of our entire 

membership for your editorials opposing 

the merchandising policies of those 

| utilities who have continued to pursue 

unfair and unethical practices in the 
sale of appliances and commending you 

} for the publicity you have given this 

| subject. 


With kindest regards, I am 
Yoyrs very NZ Y) 
Lo, 


wn 
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GeneraL Marker News 
OF THE WEEK 


Mid-Season Lull 
Retards Hardware 
Demand 


New York, June 10.—The 
usual mid-season lull, which oc- 
curs between the Spring and 
Summer seasons has made itself 
manifest in the hardware de- 
mand, HarpwarE AGE will say 
tomorrow in its weekly market 
summary. The movement of 
Spring merchandise reached its 
peak recently and the current de- 
mand for Summer goods has 
been retarded by the unseason- 
able weather prevailing in most 
trade territories. Relatively 
speaking, reports from the lead- 
ing hardware markets, indicate 
that sales are holding up better 
in the East and North-West, than 
in either the Middle-West or 
West. 

Vacation goods have started to 
move in a promising manner. 
An excellent demand is reported 
for golf and tennis goods. Fish- 
ing tackle is in brisk demand. 
Housewares volume is con- 
sidered very satisfactory, with 
popular priced items especially 
active. Staple lines, as a rule, 
are in moderate demand. Paint- 
ing materials, poultry and farm 
supplies, garden tools and lawn 
goods are other active lines. 

Although business activity this 
season has been modified by ad- 
verse basic conditions, the hard- 
ware trade, as a whole, has been 
less affected than most other 
lines of retail business. For 
this reason, most hardware mer- 
chants are congratulating them- 
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selves because they are dealing 
principally in the essential “type 
of merchandise. 

Price revisions being an- 
nounced by manufacturers are 
largely in the nature of minor 
readjustments. It is the consen- 
sus of opinion that present quo- 
tations on most manufactured 
hardware products have already 
been revised to a basis in line 
with the recent lower costs of 
raw materials. 

Collections have recently 
shown slight improvement. 


Problem of Reducing Costs 
Is Receiving Intensive Study 


Practically the entire business con- 
tingent of the nation is concentrating 
on the problem of how to make profits, 
or at least how to avoid losses under 
the changed conditions which confront 
nearly every industry today. 

On the average, all business is about 
25 per cent under normal. The com- 
modity price level has declined about 
30 per cent in the last two years. How 
to reduce costs to a point where, under 
the changed conditions, some profit may 
be realized, is what is receiving daily 
and intensive study in all divisions of 
business.—The Bache Review. 


Fewer Business Failures 
Were Reported in May 


Business failures in this country last 
month numbered 2248, compared with 
2386 in the preceding month and 2179 
in May last year, according to R. G. 
Dun & Co. 

The decrease in defaults from April 
to May this year amounted to 5.8 per 
cent against less than 1 per cent decline 
in the same period last year. May insol- 
vencies were lower than those in January 
by 1068, or 32.2 per cent, while last 
year the decline from January to May 
was only 21 per cent. 


Important Price Reductions 
Made on Smoothtop Gas Ranges 


The Standard Gas Equipment Corp., 
18 East Forty-first Street, New York 
City, advised the trade under date of 
June 1 of new and lower prices on 
Smoothtop gas ranges. 

Insulated models have been reduced 
approximately 15 per cent, while re- 
ductions on the non-insulated, heat 
control models average 10 per cent. 

In effecting the reductions, the cor- 
poration states that no sacrifice has 
been made in quality and that all mod- 
els have been improved and refined. 





April Steel and Heavy Hard- 
ware Sales Declined 26.53% 


in Yearly Comparison 


April sales as reported by members of 
the American Steel Warehouse Asso- 
ciation, formerly the American Steel 
and Heavy Hardware _ Association, 
showed a decrease of 26.53 per cent 
as compared with the corresponding 
month in 1930. April sales, as com- 
pared with the preceding month, re- 
vealed an increase of 9.18 per cent. 

In the sectional comparison of sales, 
as summarized by the association, the 
decrease was greatest in Pennsylvania 
and the States south of the Ohio River 
and east of the Mississippi. The sales 
decline was less marked in Ohio, In- 
diana, Michigan and west of the Mis- 
sissippi to the Rocky Momntains, while 
the section embracing New England, 
New York and New Jersey. showed the 
smallest decrease. 





Railway Freight Business 
Declines to 1921 Level 


“Carloading statistics indicate that 
the decline of railroad freight busi- 
ness which began in October, 1929, 
and has continued steadily for twenty 
months, has at last brought traffic in 
1931 down to a level with that of 
1921,” says the Railway Age. “Con- 
sidering that 1921 was a year of severe 
depression, and that ten years have 
since elapsed, this is a significant and 
even startling fact.” 
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Basie Business Indieators for 
Week Ended May 30 


As Charted in the Survey of Current Business and Compiled by the United States 
Department of Commerce 


Weekly Average 1923-1925, Inclusive = 100 
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HE accompanying charts showing current trends of important business indicators are self-ex- 

planatory. Comparisons can be readily made between present conditions and those which pre- 

vailed a year ago and with the weekly average in 1923 to 1925. With the exception of bond 
prices, business failures and money in circulation, all curves are below par. 
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Business Is Little Changed - 
Minor Price Changes Made 


PIrTsBURGH 








(Pittsburgh office of HARDWARE AGE) 
PittspurGH, June 9. 


HE beginning of the new month 
brought little change to the 
hardware business in this dis- 
trict, and weather conditions have not 
been of the sort calculated to stimu- 
late sales of hot weather items. At 
the same time, movement of spring 
goods, such as farm and garden tools, 
fertilizer, inside paints and varnishes, 
roller skates and fencing is slowing 
up, and sales are principally in small 
lots for fill-in purposes. Some of these 
lines, particularly fertilizer and 
barbed wire, moved somewhat better 
than usual this year, and sales of 
inside paints, varnishes and lacquers 
were fully up to last year’s levels. 
Garden tools were hardly up to normal, 
but were considered fairly satisfactory 
by some jobbers. 


SPORTING GOODS 


Reports on sales of sporting goods, 
especially baseball items and _ roller 
skates, are rather mixed, and it seems 
that retailers that pushed these prod- 
ucts were able to make fair showings. 
Prices on roller skates, however, have 
been very unsatisfactory. 


LAWN GOODS 


Lawn mowers are beginning to move, 


KANSAS CITY 


(Kansas City office of HARDWARE AGE) 
Kansas City, June 9. 


LREADY a perceptible improve- 
A ment in sentiment in the trade 
has appeared since the carrying 

of Kansas City’s bond issue by an over- 
whelming majority. The voting of the 
bonds for the ten-year plan has 
merited the commendation of business 
leaders in and out of the hardware 
field, and the city’s response to the 
plea for funds with which to put 
through a ten-year program of con- 
struction has been lauded by other 
municipalities. During the next ten 
years millions of dollars are to be 
released for investment in land, build- 
ings and labor, the greater part of the 
money to be spent here. A good share 
will go to labor, and will thus have a 
good effect on the hardware business 
by giving employment to the tradesmen 
and by creating a demand for innumer- 
able items of hardware. The result of 
the whole thing has been that Kansas 
City is now resting easier. People will 
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but not in large quantities, as retailers’ 
stocks are rather heavy. Garden hose 
is very dull because of wet weather, 
and other lawn supplies have been 
running fairly good. 


PRICE INFORMATION 


Price changes have been of a minor 
nature. Makers of screw cocks have 
announced reductions of about 10 per 
cent in these lines, and horseshoes in 
sets are down about 10 per cent. Some 
manufacturers of coil chain have re- 
duced prices about 10 per cent, and 
others are expected to follow. Bolts 
and nuts are still holding in this dis- 
trict, although reports of unsatisfac- 
tory prices are coming from other ter- 
ritories. Nails are well maintained at 
$2.10 per keg, and wire prices are 
fairly stable. Painting supplies are 
unchanged following about six weeks 
of price stability. Linseed oil is 
quoted at slightly over 10c. per lb. in 
barrel lots, and turpentine at 70c. per 
gal. in barrel lots. White lead con- 
tinues at 13.25c. per lb. 


STEEL PRODUCTION 


Steel production in the district is 
still declining slightly, although recent 
falling off has hardly been of more 
than seasonal magnitude. Pittsburgh 








begin to feel a disposition to “open 
up” in purchasing, and the general 
credit outlook looms brighter than for 
a long time. : 

Sporting goods activity is pretty well 
sustained by an even flow of baseball 
equipment and golf supplies, as well 
as tennis balls and racquets. However, 
dealers would like to see more volume 
in those items, for the season is now 
getting well along. 


SEASONAL GOODS 


The general movement in electric 
fans is on now, with many dealers re- 
porting fair sales. Lawn equipment 
has shown better activity as the sea- 
son progresses, the demand getting 
more diversified. Increased momentum 
is noted in fishing tackle as the gen- 
eral public takes to fishing and pic- 
nics. Thermos bottles and jugs, as 
well as camp chairs and other camp 
goods, are among the items receiving 
some attention at present. In the past 
few days there has been a perceptible 


district plants are running their steel 
making capacity at about 40 per cent 
theoretical full, and the average for 
finishing mill activity is little higher, 
except in the case of tin plate and 
some forms of pipe. Several blast fur- 
naces have gone out in the last two 
weeks, and the general rate of activity 
is not far above the low point reached 
last December. The prospect of im- 
provement in the late summer is fairly 
good, but little hope of recovery within 
the next 60 days is held out. 


COAL MINING 


Conditions in the coal mining indus- 
try are seriously disturbed by a miners’ 
strike, which seems to be extending 
rather rapidly throughout the western 
Pennsylvania fields. Some efforts are 
being made for arbitration, and pro- 
ducers are not yet embarrassed by ade- 
quate supplies of coal above ground. 
Structural iron workers in the Pitts- 
burgh district are also striking for an 
increase in pay, as well as certain 
other privileges, and construction work 
has been halted on a number of large 
buildings in the immediate Pittsburgh 
area. 


CREDIT SITUATION 


Collections show little improvement 
and are still considered unsatisfactory. 


Sentiment Has Improved 
Seasonal Goods Active 


increase in sales of ice cream freezers. 
Thus far most of the business is in 
the ordinary hand-cranked type, al- 
though a new electrically operated 
automatic freezer is expected to go 
well. Some lines of toys show move- 
ment, and air rifles and roller skates 
continue in active demand. 


REFRIGERATORS ACTIVE 


Although the refrigerator business is 
fairly good throughout the trade, and 
even excellent in spots, the electric 
types are rather sluggish. This is prob- 
ably due to a lack of willingness on 
the part of the public to make a com- 
paratively large investment in a re- 
frigerator unless it is absolutely neces- 
sary. The trade has been confining 
purchases to a great extent to white 
enameled and finished wood ice boxes. 


COLLECTIONS 


Nothing new has developed in col- 
lections since a few weeks ago when 
a tightening tendency was_ noted. 
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Los ANGELES 


Los ANGELES, June 9. 


ECORDS for the month of May 
R ers very little change in 

the local business condition from 
that existing in April. Some disap- 
pointment has been experienced in 
that the improvement has not been 
more marked, but it is well to remem- 
ber that improvement will only come 
from a constructive program built up 
by business leaders. 


BUSINESS INDICATORS 


Bank debits show a moderate in- 
crease over April, but compared to a 
year ago a 17 per cent decrease. Build- 
ing permits were at the lowest record 
for any month since April, 1920. Em- 
ployment dropped approximately 5 
points from last month due to seasonal 
declines and through a rather marked 
falling off in iron and steel and food 
production. 


MAJOR INDUSTRIES 


Among the important industries, this 
is usually the quiet season for apparel 
and millinery in that production on 
summer lines is about complete and 
fall lines are being planned. Furni- 
ture production is holding: up fairly 
well. Petroleum leaders are continu- 
ing their effort to stabilize that indus- 
try. There is no particular trend in 
the construction industry except that 
a number of large State and Federal 
projects are in sight. The motion pic- 
ture industry is approaching the active 
production period. Postal receipts are 
8 per cent below April and 10 per 
cent below the same month of a year 
ago. Stock Exchange transactions show 
considerable falling off. Water com- 
merce showed a marked improvement 
over previous months of this year. 


APRIL WHOLESALE SALES 


Wholesale trade improved somewhat 
in April. Sales of wholesalers were 6 
per cent greater in value during April 
than in March, whereas there has 
usually been a small decline in sales 
between those months. Increased sales 
were shown in all lines for which data 
are received, excepting electrical sup- 
plies and paper and stationery. The 
largest increases were in sales of auto- 
mobile supplies, groceries and agricul- 
tural implements. 


CONSTRUCTION 


New construction during May was 
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at the lowest rate since early in 1920, 
and was less than half of the permit 
totals for May, 1930. The drop from 
last month was about 10 per cent. 
The five months of 1931 permits are 
below the same period of last year 
by 47 per cent. This is a slight increase 
in the ratio maintained for the first 
four months of the year. The number 
of permits, on the other hand, has 
shown only a comparatively small de- 
crease of 12 per cent from last year. 


EMPLOYMENT 
Pronounced weakness in two of the 
leading industrial groups caused a 


drop of 5 points in the composite in- 
dex of industrial employment during 
the month of May. Despite the low 
total, however, the general picture is 
showing continued improvement, with 


May Records Were Disappointing; 
Business Trend Is Unchanged 


several groups ahead of the same month 
of last year. 


AGRICULTURE 


The first week in June usually finds 
California agriculture speculating upon 
the factors which control the outcome 
of the various deciduous fruit deals 
of the State. This year is no exception; 
however, the economic _ situation 
throughout the country adds to the 
complexity of the problem. 


WATER COMMERCE 


Water commerce during the month 
of May showed a marked improve- 
ment over previous months this year, 
passing the two-million-ton mark in 
volume and approximating $85,000,000 
in value. This, however, was not quite 
up to May, 1930.—Los Angeles Cham- 
ber of Commerce. 





ARIZONA 


Arizona, June 9. 


UIET, but optimistic, best de- 
QO scribes business _ conditions 

throughout a considerable por- 
tion of Arizona. 


MINING 


No material change in mining con- 
ditions is noted. A little encourage- 
ment is seen by some in the statement 
that stocks of copper have not increased 
materially since last December. The 
curtailment agreement entered into 
last November is believed to have had 
the effect of preventing the accumula- 
tion of a large surplus. 


EMPLOYMENT 


More hopeful in relieving unemploy- 
ment within the State is the recent 
announcement of the State Highway 
Commission that the budget for the 
fiscal year together with the carrry- 
over will make a total of approxi- 
mately $8,300,000 available for roads 
for the fiscal year which ends June 
30, 1932, and including the unfinished 
budget of the present fiscal year. 
Some other construction work, such as 
the sewer and water work in Phoenix, 


Business Is Quiet — 
Construction Increases 


now under way, some building in 
Tucson and several large buildings in 
Phoenix will also absorb considerable 
local labor. Preliminary work on the 
new Federal building site in Phoenix 
is being done, and it is expected that 
architectural plans will be prepared in 
the near future. 


AGRICULTURE 


Planting of citrus trees is about 
completed. The cantaloupe crop is 
promising, though a reduced acreage. 
Farmers are curtailing expenses. Grade 
schools now closing in Maricopa 
County indicate an increase in illi- 
teracy in the State of more than 10 
per cent in the past decade. 


OTHER INDICATORS 


Consumption of gasoline for the 
State for April is only about 5 per 
cent less than for April, 1930. One 
the largest chain grocery stores reports 
a heavier tonnage of goods sold than 
for the sante period last year. Postal 
receipts at the Phoenix post office are 
only slightly less than for the same 
period last year——M. E. Bemis, Phoe- 
nix Chamber of Commerce. 
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MEMPHI 


Mempuis, TENN., June 9. 


‘f \HE past two weeks have shown 
practically no improvement in 
trade conditions in the Memphis 

trade territory. We continue to have 

March weather, have had it steadily 

right up to the Ist of June; by March 

weather we mean excessive winds dur- 
ing the day and cool nights. The 
winds take the moisture out of the 
ground quickly after the rain, while 
the cool nights are about the most 
encouraging thing to cut worms and 
other things that destroy young crops. 
This has necessitated a considerable 
amount of replanting. However, the 
weather is showing some summer in- 
dications now and we are looking for 
some bright sunny weather which will 
be a wonderful boon to the growing 
crops. Practically all of the farms in 
this section are in a fine state of culti- 
vation, the crops are clean, are worked 

out and appear to be healthy, but a 

little bit stunted in growth. Cotton, 

we judge to be some two weeks late 
in developing. A few warm days, how- 
ever, will make a lot of difference. 

We predict that by the middle of June 

the advancement in growth of cotton 

will be about normal. 


MAY WHOLESALE SALES 


Anything that retards or in any way 
interferes with farm operations at this 
season, and during a season like this, 
naturally affects business; therefore 
business suffered a slight falling off 
in volume during the last two weeks 
of May. However, May was a little 
ahead of April in the total and, taken 
all in all, was a very satisfactory 
month. June is opening up all right, 
but we predict that jobbers are not 
going to have quite the volume in June 
that they had in April and May; in 
fact, we look forward to at least two 
dull months. Seasonal conditions are 
going to have the effect of slowing 
up business for a little while. 


COLLECTIONS 


Some improvement is reported in 
collections, although they are not as 
good as they need be. Many mer- 
chants are behind and the past due 
accounts are not a very good thing 
to have to look at, at this season when 
jobbers are closing their fiscal year, 
preparing to make statements covering 
the 12 months period just ended. There 
have been comparatively few failures 
in this section, especially in the face 
of the condition in which so many 
merchants have found themselves. 
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Weather Retards Activity 
Collections Are Improved 


PRICE SITUATION 


There are some adjustments each 
week, but very few general declines, 
and jobbers think that we are past 
the period for general decline and that 
in the future adjustments will prob- 
ably show about as many advances 
as otherwise. Wholesalers think the 
price situation has been handled most 
wonderfully and with the least pos- 
sible ill effects during this very trying 
period. They declare manufacturers 
all over the country are to be com- 
plimented on the sensible manner in 
which they have handled this situation. 


FUTURE SALES 
Jobbers are booking more freely fall 
merchandise, and the indications are 
that dealers are loosening up some in 





their attitude toward buying for future 
delivery. Sales of cotton picker’s sacks, 
axes, firearms, ammunition, hay bale 
ties, appear to be on the increase. 
Some other lines, such as felt base 
rugs, scale beams, are also beginning 
to show in future sales. 


FISCAL YEAR ENDS 


May 31 marks the end of the fiscal 
year with local hardware jobbers, and 
June 1 opened a new year. Jobbers 
are inclined to charge off their losses 
ef last year and turn their faces 
toward the new year with new hopes 
and new aspirations. Memphis whole- 
salers confidently believe that after 
the seasonal slackness and with the 
development of cotton and other crops 
to the point that predictions may be 
made regarding the outcome of same, 
and with the general fall activities, 
business is going to assume a very 
satisfactory aspect. 





CHICAG 


(Chicago office of HARDWARE AGE) 
Cuicaco, June 9. 

REVALENT rains and_ cool 
Presi. highly favorable to 

agriculture, are retarding cur- 
rent hardware trade. A few warm, 
dry days in succession should hasten 
all seasonal movement. Volume is 
scarcely up to what it was several weeks 
ago. All conditions considered, col- 
lections are not so bad as they might 
be. Business is better in the rural 
sections that have received plenty of 
rain than in the urban centers. Pas- 
tures are flourishing to the benefit of 
the dairy industry. Poultry raisers 
feel better about the future than for- 
merly. Despite the obvious adversi- 
ties, seasonal sporting goods show good 
demand. 


ELECTRIC FANS 


Spring has brought only a few warm 
days; hence the electric fan business 
is starting slowly. Electric irons con- 
tinue in moderate demand. Mixers are 
still moving. Other appliances remain 
rather quiet. The price of code wire 
has been reduced in alignment with 
the recent drop in copper; 14-gage 
wire is now lower than it has ever 
been. The call for flashlights and bat- 
teries shows improvement. As in most 
lines, conditions are highly competitive 
throughout the electric field. 


GLASSWARE ACTIVE 


One of the livest departments in the 


Weather Retards Sales 
—Volume Tapered Off 


progressive hardware store is that de- 
voted to the display and sale of glass- 
ware. Such merchandise is gaining 
a stronger foothold than ever in the 
average retail hardware establishment. 
A Chicago wholesale buyer was in 
Ohio recently and reported the busiest 
factory he saw was a glass plant work- 
ing 24 hours a day on eight-hour shifts. 
Mass-production machinery is exten- 
sively used and the management has 
shown enterprise and originality in 
developing new items, attractively 
packaged to sell at popular prices. 


SASH WEIGHTS LOWER 


Sash-weight prices at the Chicago 
market have registered two small de- 
clines of 5c. per cwt. each since Jan. 
1, most of the “liquidating” having 
taken place during 1930. Sales here 
are about 20 per cent under normal 
for the period. More building activity, 
of course, will quicken the movement. 
Spring statistics show some improve- 
ment in projected construction, al- 
though the effect in terms of real 
orders has as yet been slight. How- 
ever, builders’ hardware has been mov- 
ing in somewhat better volume for 
thirty days or so. More building is 
going on in the small towns than in the 
cities. 


WIRE CLOTH 


Wire cloth is moving in fair volume. 
With respect to this line, the retail 
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season is now at its height. Numerous 
hardware merchants who keep their 
wire cloth advertised and displayed 
report business almost normal. 


PAINTING SUPPLIES 


With painting and interior decorat- 
ing under good headway, the sale of 


TWIN CITIE 


(Minneapolis office of HARDWARE AGE) 
MINNEAPOLIs, June 9. 

ONDITIONS over most of the 

territory tributary to the Twin 

Cities are favorable for a good 

crop this year. In almost all sections 

of the territory sufficient moisture has 

fallen to assure the crops a good start, 

and with any reasonable rainfall dur- 

ing the summer all varieties of produce 
should turn out well. 


JUNE, AN INDICATOR? 


The month of June is looked upon 
with a great amount of interest by 
business leaders, as in previous times 
when conditions were slow, this month 
has been found to be a turning point 
toward better conditions. The year’s 
crops have in general progressed far 
enough so that an estimate of their 
production can be made, and other 
conditions for the year adjudged with 
fair accuracy. For this reason, the 
amount of business transacted in June 
is regarded as an indication of the 
year’s total and the general trend of 
conditions. 


FARM PRODUCE 


Seed potatoes, which are raised in 
Minnesota for the southern markets 
for planting purposes, rose sharply 
early in the year, giving the potato 
sections a good return for their last 
year’s crops. Milk and butter fat 
prices continue at a low level, with 
the supply on the increase with the 
opening up of the pastures for the 
year. 


IRON RANGE CONDITIONS 


In the Minnesota range, conditions 
for business are not very favorable, as 
the mines are working at reduced 
speed, commensurate with the demand 
for raw materials. Trade in general 
is somewhat slow, as far as local resi- 
dent buying is concerned. The tourist 
trade is well under way, and stores 
catering to their needs and demands 
are finding this a good source of 
revenue, which will continue until late 
in the fall. 


JUNE 11, 1931 





such cutlery as putty knives, scraping 
knives, paper hangers’ knives, etc., is 
now on at full swing. Because of un- 
favorable weather conditions _ this 
movement developed later than usual, 
but dealers are now ordering merchan- 
dise of this class in fair quantities. 
A good many retailers are making 





The vacation season has spurred 
trade to some extent, as merchandise 
of many varieties is demanded for the 
summer camps for the boys and girls 
attending them, and for camping and 
touring supplies. The fishing season 
is on full swing and tackle of all 
grades and kinds is in demand, from 
the ordinary bamboo pole outfit to 
the finest equipment produced by the 
manufacturers. 


A FAVORABLE SIGN 


One of the favorable signs is the 
fact that there is a fair amount of 
new building in progress over the en- 
tire country, a fair share of which is 
being done in this section. Advantage 


appropriate and effective displays of 
such cutlery along with their showing 
of paints, enamels, lacquers, varnishes 
and brushes. Quick-drying finishes 
continue in strong demand. Many un- 
employed householders are doing their 
own painting. 


Prices Fairly Steady — Orders 
Are Small—Crop Outlook Good 


is being taken of the present low 
prices of building materials and labor. 
Finishing hardware is selling some- 
what better than a month ago. 


COLLECTIONS 


Collections continue at about the 
same level, and dealers and jobbers 
alike are putting much effort back of 
this feature of the business. 


PRICE SITUATION 


Prices are steady, showing no 
changes over the week. The present 
level is low in all lines, and there is 
not enough demand to aid in strength- 
ening them. 





NEW YOR 


New York, June 9. 


HE current month received a 
good start, according to metro- 
politan hardware jobbers. Busi- 
ness has been quite brisk during the 
past week under the influence of favor- 
able weather. It is said if the present 
rate of activity is maintained for the 
balance of the month that results may 
compare quite favorably with the cor- 
responding month of a year ago. May 
sales were rather disappointing to 
most local wholesalers, as totals as a 
general rule were below those of last 
year. In most instances the decline for 
the month ranged from 15 to 25 per 
cent. 


ORDERS ARE SMALL 


Incoming orders continue to have a 
small average, but a wide variety of 
merchandise is represented, and they 
are being received in greater numbers. 
The easier price tendency is believed 
to have made most dealers extremely 
cautious in making purchases. Another 
factor which has prompted hand-to- 
mouth buying has been the fact that 
it has been almost impossible to gage 


June More Active 


Weather Is Aid 


the demand with any degree of ac- 
curacy. With the first indication of 
firmer quotations in basic commodi- 
ties, wholesalers anticipate that deal- 
ers will be willing to place orders for 
larger quantities of goods. Retail 
stocks are at very low levels and fre- 
quent replenishments are necessary. 


TREND OF DEMAND 


Garden and lawn goods are in strong 
demand. Lawn mowers are active. 
Screen wire, window screens and re- 
lated items continue to move in a 
healthy volume. Electric fans are quite 
active. The call for housewares has 
been maintained at fairly satisfactory 
levels. Builders’ hardware and tools, 
with few exceptions, are in rather slug- 
gish demand. Staple goods are moder- 
ately active. Hot weather merchan- 
dise has been moving in a promising 
manner, especially such lines as water 
coolers, ice cream freezers, etc. The 
demand for most types of sporting 
goods is quite brisk. Folding beach 
or porch furniture is in good demand. 
Oil stoves, for use in summer bunga- 
lows, etc., are moderately active. The 
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early movement of canning and pre- 
serving equipment, as well as bottling 
supplies, has been encouraging. 


FUTURE BUSINESS 


While some future business has been 
booked for fall and winter lines, com- 
paratively little sales effort has been 
made by most wholesalers in this di- 
rection. The opinion seems to prevail 
that dealers are only interested in such 
merchandise as is needed to fill im- 
mediate requirements. Also that it 
would be difficult to arouse interest 
in future requirements until the price 
structure attains a more stable status. 


APRIL WHOLESALE SALES 


According to the Monthly Review 
of Credit and Business Conditions, as 


CLEVELAND 


(Cleveland office of HARDWARE AGE) 
CLEVELAND, June 9. 


ITH the seasonal demand for 
many lines of spring mer- 
chandise pretty well over, 


hardware sales have fallen off the past 
week or two. Generally, the market 
is dull, although there is considerable 
activity in some lines. While business 
in garden tools is showing the usual 
seasonal decline, jobbers are getting a 
good volume of orders for garden cul- 
tivators and wheel hose. Lawn mowers 
do not show much life, due to the fact 
that many retailers carried over good 
stocks last year. Jobbers are still get- 
ting a fair amount of business in grass 
hooks and shears. Not much _busi- 
ness has developed as yet in screen 
doors and windows and wire cloth, 
although this is the time of year when 
these items should be active. There 
is a fair amount of activity in poultry 
netting. 


ACTIVE MERCHANDISE 


Sales of insecticides are heavy, which 
is doubtless due to the large amount 
of interest that is being taken this 
year in flower and vegetable garden- 
ing. Orders are so numerous that job- 
bers are finding it necessary to fre- 
quently replenish their stocks. Rope 
continues to move moderately well and 
sales so far this season have been very 
satisfactory. Binder twine is in fair 
demand. Orders for automobile tires 
and tubes continue fairly heavy. Sales 
of merchandise that might be classed 
as luxuries rather than necessities are 
rather slow. This includes such sea- 
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issued on June 1 by the New York 
Federal Reserve Bank, wholesale hard- 
ware sales in this district in April 
showed the smallest decline of any 
month since October, 1929. Net sales 
in April, 1931, as compared with April, 
1930, were —4.8 per cent. Stocks by 
the same comparison were 11.5 per 
cent lower. Net sales in April this 
year as compared with the preceding 
month were 8.2 per cent greater. 


THE PRICE SITUATION 


Most revisions in price which have 
recently been announced by manufac- 
turers have been of minor importance. 
While the trend is toward lower rather 
than higher quotations in most hard- 
ware products, it is believed that most 





sonal items as electric fans. However, 
sporting goods are moving well. This 
is particularly true of fishing tackle, 
golf and baseball goods. 


BUILDING SUPPLIES 


There is little activity in the build- 
ing field which is reflected in a slow 
demand for builders’ hardware. How- 
ever, paints and varnishes are moving 
well for refinishing purposes. 


WIRE PRODUCTS 


There is a fairly good demand for 
field fence, but not much activity in 
nails. Nail prices are being main- 
tained at $1.90 per keg for car lots 
for mill shipment and $2.25 per keg 
for stock shipment. 


ROOFING FAIRLY ACTIVE 


There is a fair amount of activity in 
steel and asphalt roofing. 


PRICE INFORMATION 


Prices are being fairly well main- 
tained and no important changes are 
reported. Turpentine has advanced 4c. 
per gal. to 67c. per gal. for drums and 
2c. per gal, to 85c. per gal. for 5-gal. 
cans. linseed oil has declined lc. per 
gal. and is now quoted at 75c. per 
gal. for drums and 96c. per gal. for 
5-gal. lots. 


COLLECTIONS 


Collections are slow and, in fact, not 
as good as a few weeks ago. Many 
retailers report that they have difficulty 


Demand _ Falls 
Merchandise—Prices Little Changed 





major adjustments have already been 
made by leading manufacturers. Con- 


siderable “distress” merchandise is 
being offered at concessions in price. 
In raw materials, copper recently sold 
at an all time low of 8c. per lb. Lead 
dropped to the lowest level since 1915, 
and other lows for a number of years 
were established by zinc, tin, scrap 
steel, finished steel and pig iron. 


COLLECTIONS 


Jobbers declare that noticeable im- 
provement is apparent in the credit 
situation. The betterment is attributed 
to the fact that dealers have been able 
to turn merchandise into cash, which 
has enabled them to meet their bills 
with a greater degree of promptness. 


Off on Seasonal 


in collecting bills from their customers, 
and on that account are slow in paying 
for their_merchandise. 


INDUSTRIAL CONDITIONS 


General industrial conditions in this 
territory show very little change from 
recent weeks. A moderate slowing 
down in the automotive industry is ex- 
pected this month, and this will have 
some tendency to slowing down opera- 
tions in plants making automobile 
parts, which may result in a slight 
increase in unemployment. 





Remington Issues 
Book on Cutlery 

“Modern Household Cutlery’ is the title 
of an attractive and useful booklet issued 
by the Cutlery Division of the Remington 
Arms Co., Bridgeport, Conn. It is illus- 
trated with twenty-five photographs, show- 
ing the correct methods of using cutlery 
for various tasks in the kitchen, such as 
slicing a leg of lamb, cutting a grapefruit, 
frosting a cake. Photographs were taken 
under the direction of Good Housekeeping 
Institute. In every case the right knife for 
the purpose is illustrated and the booklet 
demonstrates the great convenience of 
having the proper assortment of cutlery in 
the kitchen. 

The booklet also describes the “Matched 
Set” of Remington Kleanblade Household 
Cutlery with molded bakelite handles, con- 
sisting of sixteen pieces selected as most 
useful in the average home and includes a 
handsome serving tray with the complete 
set. 


HARDWARE AGE 




















BOSTON 


(Boston office of HARDWARE AGE) 
Boston, June 9. 

HINGS seem to be running along 

well in the New England hard- 

ware trade. While retail trade 
is inclined to be spotty, depending on 
day-to-day weather conditions, the aver- 
age weekly over-the-counter -sales per 
store are remarkably good, all things 
considered. The status of opinion 
among retail dealers is noteworthy in 
that it lacks the pessimism noted sev- 
eral months ago. Almost every retailer 
interviewed the past week expressed 
himself as mighty thankful that he is 
not engaged in some other line of busi- 
ness, because it is realized that hard- 
ware store stock, generally speaking, 
is a necessity and outside the classifica- 
tion of luxury. 

Another thing is very noticeable 
among retail dealers, and that is they 
are fighting every inch of ground for 
every possible piece of business in their 
respective localities. It is quite cer- 
tain the average retail hardware man 
is aware that competition today is 
keener than ever before, and is meeting 
such competition in diversified ways. 
Another phase in the situation is that 
most retailers no longer pay attention 
to the stock market, giving their un- 
divided attention to their particular 
business. . 

Retail stocks generally are well as- 
sorted, but not excessive. It would, 


1929 Paint and Varnish Brush 
Sales Reached Nearly 
17 Million Dollars 


(From Our Washington Correspondent) 

Total sales of paint and varnish 
brushes, including artists’ brushes, in 
1929 by plants reporting to the Bureau 
of Census was $16,706,000, f.o.b. fac- 
tory. Of this sum, $14,898,000 repre- 
sented sales by 36 plants engaged 
wholly or principally in making this 
class of brushes. Sales to wholesalers 
amounted to $8,776,000, or 58.9 per 
cent of the total. Sales to retailers 
aggregated $2,584,000, or 17.3 per cent 
of the total; to manufacturers’ own 
wholesale branches, $1,918,000, or 12.9 
per cent, and to users, $1,620,000, or 
10.9 per cent. 

Total sales of industrial and house- 
hold brushes were $13,362,000, of which 
$9,243,000 was made by 131 plants 
engaged wholly or principally in mak- 
ing such brushes. Sales to wholesalers, 
including manufacturers’ own branches, 
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- evident _ that 


Dealers Are Cheerful— 


Business Above Average 


therefore, seem that the retail hard- 
ware situation is clearer and sounder 
than it has been before this year. 


HAYING TOOLS SELLING 


The character of current retail buy- 
ing orders is the same as heretofore. 
Virtually everything carried by whole- 
sale houses that is seasonable is sell- 
ing. Some classes of stock naturally 
are moving better than others. To 
illustrate, scythes, snaths and haying 
rakes are beginning to move out of 
wholesale stocks in volume. Lawn 
mowers, previous sales of which were 
rather disappointing to wholesalers, 
are in excellent demand today. Rub- 
ber hose sales are remarkably good, 
especially those of the higher priced 
brands, in view of the sizable quantity 
of low priced hose on the market. 

Cultivators are selling unusually 
well for the first half of June, it being 
many retailers who 
thought they had enough stock on 
hand to carry them through this sea- 
son fooled themselves. Demand for 
sheet lead is picking up, and paint 
brushes, latches, machine bolts, cotter 
pins, automobile tires and garden rake 
and hoe handles are selling. 


INSECTICIDES BETTER 


All kinds and brands of insecticides 
are beginning to show signs of life, 





were $4,735,000, or 51.2 per cent of 
the total. Other sales were dis- 
tributed as follows: To retailers, $1,- 
387,000, or 15 per cent; industrial 
users, $3,071,000, or 33.2 per cent, and 
to household users, $50,000, or 0.6 per 
cent. 


1929 Wholesale Hardware 
Sales in New Orleans 
Were $6,581,863 


Net sales of $6,581,863 were reported 
in 1929 by ten establishments in the 
wholesale hardware field in New Or- 
leans, according to figures just an- 
nounced by the United States Depart- 
ment of Commerce based on the 1930 
census of distribution. 

These establishments employed 321 
men and women and paid them $522,- 
286 in salaries and wages, the report 
indicates. 

Stocks on hand were reported at the 
end of the year at $1,293,475.—New 
Orleans Association of Commerce. 





following a month of limited demand. 
In addition, such items as crow repel- 
lent and groundhog exterminators are 
engaging the attention of the retail 
trade. 


CREDIT SITUATION 


There seems to be a gradual improve- 
ment in the credit situation. There 
are, as there always have been and 
probably always will be, some con- 
cerns who find it difficult to meet their 
obligations on schedule. But the fact 
remains that the number of overdue 
accounts is remarkably small, all things 
considered. 


PRICE CHANGES FEW 


Following a period of a few weeks 
during which manufacturers issued 
many new prices, most of which repre- 
sented downward adjustments, there 
has come a lull in this sort of thing. 
In fact, there was a pronounced falling 
off in price issues the past week. The 
few changes that were made were of 
little consequence. 

This steadiness in the price situation 
leads many wholesalers to believe that 
merchandise has been quite thoroughly 
liquidated; that liquidation in raw ma- 
terials also has been adjusted; that 
something of stability may be expected 
from now on. It is not assumed, how- 
ever, that the question of all price 
liquidation has been settled, but any 
downward changes that may be made 
from now on will be few and far be- 
tween and have been, to a certain ex- 
tent, discounted. 


Sylvania-Hygrade Consolida- 
tion Expects to Better 
$9,000,000 Sales 


Sales far exceeding last year’s ag- 
gregate of $9,000,000 are confidently 
expected by the management of the 
recently consolidated Sylvania Prod- 
ucts Co., Nileo Lamp Works, and Hy- 
grade Lamp Works. 

“Sylvania and Hygrade brands are 
both widely known and accepted in the 
fields in which they operate,” states 
one official of the consolidated organ- 
ization. “The increased service facili- 
ties brought about by this recently 
announced consolidation, combined with 
the definitely favorable business out- 
look, should mean gross sales for this 
year far above the combined figures 
for last year. We are doing every- 
thing in our power to give the trade 
the greatest possible benefit from this 


combination.” 
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Arkansas Convention 
Report 


(Continued from page 53) 


thiana, Ky., followed Mr. Mulliken 
and spoke on “Man and Manage- 
ment.” 

An open forum discussion of pub- 
lic utility competition was the next 
feature. The view was expressed 
that public utilities companies were 
selling electric and gas appliances at 
lower prices than hardware mer- 
chants can sell the same articles and 
were charging more for gas and 
electricity to keep from losing money. 
Such practices were considered un- 
fair and unethical by the association. 

A. G. Whidden, advertising man- 
ager of the Arkansas Power & Light 
Co., who was attending the meeting 
as a visitor, was called upon to an- 


Farm Price Index Drops 
to Lowest Level Since 1910 


A drop of 5 points in the farm price 
index of the Department of Agricul- 
ture during the thirty-day period April 
15 to May 15, established a new record 
for the index which on the latter date 
was 86 per cent of the pre-war level, 
38 points below a year ago and the low- 
est since 1910, it was announced. 


Production Continues Decline 
in Steel and Iron Industry 


Seasonal influences and a_ fresh 
wave of pessimism, engendered by the 
performance of the securities markets, 
are having their effect on iron and 
steel demand. The fact that produc- 
tion is still declining is not surprising; 
the impressive feature of the current 
situation in the steel industry is that 
the recession in output is so gradual. 

Apparently there is little remaining 
margin between current consumption 
and rock bottom requirements, and 
meanwhile exaggerated caution is re- 
sulting in the piling up of deferred 
needs which, when released, should 
tend to make the eventual upturn in 
demand more pronounced. 

While the attitude of buyers is now 
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swer the charges against the power 
and light companies. Mr. Whidden 
replied that the Arkansas Power & 
Light Company had no desire to com- 
pete unfairly with the hardware deal- 
ers. He expressed the opinion that 
instead of hurting the business of 
hardware merchants, that the public 
utilities were helping them by adver- 
tising the articles. Thus, he said, 
helping everyone who sold them, 
whether gas and light companies or 
hardware dealers. 

The following officers were then 
elected: President, Jacob Hartz, 
Hartz-Thorell Supply Co., Stuttgart; 
vice-president, Herbert Hanna, Hanna 
& Co., El Dorado; treasurer, W. F. 





mainly a reflection of Wall Street 
gloom, it may later respond to what 
appears to be definite change in the 
policy of sellers. Having become recon- 
ciled to a low rate of operation, pro- 
ducers have abandoned hope of the 
economies that come from volume and 
are more determined in their efforts to 
obtain prices in keeping with costs. 





A New Market 
Report Feature 
Will Be Found 
on Page 59 
USE IT! 








Bracy, Bracy Bros. Hardware Co., 
Little Rock; and secretary, L. P. 
Biggs, Little Rock. 

Morrillton delegates invited the as- 
sociation to meet in that city next 
year, but the decision was left to the 
executive committee, which will make 
the selection at a later date. 

Members of the association’s board 
of directors are: J. D. Shaddock, 
Snow Hardware Company, Camden, 
Ark.; W. E. Browne, Browne Hdwe. 
& Seed Co., Conway, Ark.; C. C. 
Petty, Fortenberry-Petty Hdwe. Co., 
Batesville, Ark.; Ralph Lewis, Lewis 
Bros. & Co., Fayetteville, Ark.; Earle 
Young, Conn Hdwe. & Furn. Co., 
Stuttgart; F. A. Stuart, Stuart-Hur- 
ley Hdwe. Co., Newport; R. A. 
Dickey, R. A. Dickey Co., Altheimer, 
Ark.; J. W. Hamilton, Hamilton 
Hdwe. Store, Piggott, Ark.; Hubert 
Smith, Smith-Vaughan Merc. Co., 
Searcy, Ark.; B. M. Collins, Monti- 
cello Hdwe. & Furn. Co., Monticello, 
Ark. 


Downtrend Continues in 
Construction Activity 


Building and engineering construc- 
tion thus far in 1931 has failed to re- 
verse the downward trend which had 
its inception more than two years ago. 
The value of contracts awarded in the 
first quarter of 1931, in 37 States (as 
reported by the F. W. Dodge Corp.), 
was 24 per cent smaller than in the 
corresponding. three months of 1930. 
Not even the rate of decline has been 
checked to date, since for the full year 
1930 the recession from the 1929 level 
was only 21.3 per cent. 


Currently, the comparative condition 
of the industry is even more unsatis- 
factory than it was in the initial quar- 
ter of the year. For the full month of 
April, the average daily value of con- 
tracts awarded was over 30 per cent 
smaller than was the case a year 
earlier. Furthermore, the volume of 
construction commitments in April was 
9 per cent less than for March, whereas 
last year the April results were consid- 
erably better than those for March. 
Putting it another way, the industry not 
only is continuing the decline which 
has prevailed for several years, but is 
showing a seasonal recession at an un- 
usually early period of the year.— 
Standard Statistics Co. 
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Both are 
Kleanbore 
Hi-Speed 4 


LEAD 
LUBRICATED 












SILVADRY 
UNGREASED 


25% greater average velocity—in some 
sizes 35%. 

50% greater average power—in some 
sizes 80%. 

Short, long, long rifle, and W. R. F. 
solid and hollow point bullets, Lead Lu- 
bricated and Silvadry (ungreased). 














Why Lead Lubricated 
Bullets Are Better: 


N every count a greased lead bullet is su- 
perior to a dry bullet. Shooting records 
prove positively that they are more accurate. 
Naturally they produce less wear on the barrel 
and maintain a rifle’s accuracy longer. 


We unqualifiedly reeommend Lead Lubricated 
bullets above all others. We put out Silvadry 
(ungreased) bullets in our new Hi-Speed .22’s 
because many shooters care more about the 
greater convenience in handling dry bullets 
than they do about extreme accuracy. Silvadry 
is the best dry bullet ever produced, but no dry 
bullet equals a Lead Lubricated bullet. Give 
your customers the facts and then let them 


President 


choose. 





The Greatest Value Ever Offered—The Remington 
Standard American Dollar Pocket Knife 


KLEANBORE 











REMINGTON ARMS COMPANY, Inc. 


Originators of Kleanbore Ammunition 


25 Broadway, New York City 


Telephone, Digby 4-2300 


Manufacturers of Arms, Ammunition, Cutlery, and Cash Registers 


© 1931 R. A. Co. 
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Dont let your 
customers worry 
about this-- 





ee Ae 


sell = 
AMERICAN 








GETTING out a screw whose slot 

“breaks out” under the pressure 
of your screw-driver is worse than dig- 
ging a half broken cork out of a narrow 
necked bottle. 

Tell your customers that the slots of 
American Screws are made to stand the 
twist of the strongest wrist; that the 
gimlet points are sharp, the threads true 


running. 
Almost a century of ex- 
perience goes into the mak- got Tip 
bee ss 


ing of this product. Your 
customers can do any job 
better with American Screws. 


TIRE WOOD STOVE MACHINE 
BOLTS SCREWS BOLTS SCREWS 


AMERICAN SCREW CO 


PROVIDENCE.R.I.,U.S.A. 


WESTERN DEPOT,225 WEST RANDOLPH SL.CHICAGO.ILL. 


Put It Together With Screws 
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A negro gir] came to a. bank 
regularly to draw her weekly pay. 
She could not read or write, so 
she made an X on the receipt. 
Then one day she made a circle. 

“What’s the matter, Mandy? 
Why don’t you make an X as 
usual?” asked the cashier. 

“Why,” Mandy exclaimed. “Ah 
done got married yesterday and 
changed mah name.” 


Teacher: “Why do you always 
add up wrongly?” 

Scholar: “I don’t know.” 

Teacher: “Does anyone help 
you?” 

Scholar: “Yes, my father.” 

Teacher: “What is he?” 

Scholar: “A waiter.” 





A new minister in a Georgia 
church was delivering his first 
sermon. The janitor was a criti- 
cal listener from a back corner 
of the church. The minister’s 
sermon was eloquent and his 
prayers seemed to cover the 
whole category of human wants. 
After the services one of the 
deacons asked the old janitor 
what he thought of the new min- 
ister. “Don’t you think he offers 
up a good prayer, Joe?” 

“Ah mos’ suhtainly does, boss. 
Why, dat man axed de Lord fv’ 
things that de odder preacher 
didn’t even know He had.” 


Plumber (knocking on hotel 
bathroom door): “I’m here to 
fix the pipes.” ; 

Mr. Jones: “You can’t go in 
there now; my wife is taking a 
bath.” ~ 

: ; ‘ 

Plumber: “At’s all right. Pll 

take me hat off.” 


A certain New York restaurant 
man may be given credit for a 
rather novel window display. 
This man didn’t have much 
money for advertising, so he 
bought the biggest fish bowl he 
could get hold of, filled it with 
water, and -put it in the window 
with this sign: 

“Filled with invisible goldfish 
from Argentine.” 

It took 17 policemen to handle 
the crowd. 








Compiled by 


Justin Paunn 


-“T’ve decided on a name for 
the baby,” said the young 
mother. I shall call her Euphro- 
syne.” 

Her husband did not care for 
the selection, but being a tactful 
fellow, he was far too wise to 
declare his objection. 

“Splendid,” he said cheerfully. 
“The first girl I ever loved was 
called Euphrosyne, and the name 
will revive pleasant memories.” 

There was a brief period of 
silence, then: “We'll call her 
Elizabeth, after my mother,” said 
the young wife firmly. 


Gentleman (at police station) : 
“Could I see the man who was 
atrested for robbing our house 
last night?” 

Desk Sergeant: “This is very 
irregular. Why do you want to 
see him?” 

Gentleman: “I don’t mind 
telling you. I only want to ask 
him how he got in the house 
without awakening my wife.” 


At an examination of a class 
in first aid, a member was asked: 

“What would you do if you 
found a man in a fainting condi- 
tion?” 

“I’d give him some brandy,” 
was the answer. 

“And if there were no bran- 
dy?” 

“I’d promise him some.” 


Ole Oleson, track-walker, was 
supposed to be testifying after a 
bad head-on collision. 

Attorney (thundering) —You 
say, at ten that night you were 
walking up toward Seven-Mile 
Crossing, and saw number 8 
coming down the track at sixty 
miles an hour? 

Ole Oleson—Yah! 

Attorney — And when you 
looked behind you, you saw 
number 5 coming up the track 
at sixty miles an hour? 

Ole Oleson—Yah! 

Attorney—Well, what did you 
do then? 

Ole Oleson—Aye got off the 
track, 
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Celluloid Covered Thumb 
Tacks in Colors for Holding 
Shelf Papers 


Celluloid cov- 
ered thumb tacks 
in colors are 
offered by L. 
Hyman & Sons, 
102 Prince St., 
New. York City, 
to match their 
porcelain enamel 
shelf and drawer 
lining paper. 
Colors available 
are: peach, or- 
chid, pink, light 
blue, green, white and yellow. Each carton contains three 
dozen thumb tacks. This product is made to retail at the 
suggested price of 5c. or 10c. per box, and is offered for 
housefurnishing, hardware and oilcloth department sale. 
Dealer cost is $2.40 per carton of 100 boxes. No less than 
a carton will be sold to the dealer. 





shy Celluloid 


covered 


Thumb Tacks 


BEST QUALITV 
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Vosco Duo Blade 
Scraper No. 214 


Vosco Duo Blade Scraper No. 21% has been 
developed for scraping and finishing fine 
wood, hardware floors, furniture, stairs, etc. 
Blade, which has two cutting edges, may 
be removed by use of the ejector or burnish- 
ing pin as a starter. Burnishing pin is sup- 
plied with each scraper. New blade will 
push the old blade the balance of the groove 
length. Edge of blade may be dressed, 
when necessary, with burnishing pin or fine, 
small file. Blade is made of .90 carbon steel. Handle, 
which is made to fit the hand, is made of maple and may be 
held on a block of wood or in a vise when the blade is being 
changed. Scraper, which lists at 75c., may be used for re- 
moving paints, varnish, grease or dirt. Dealer cost per dozen 
is $6.00. Vosco Tool Co. is the maker. Distribution is 
handled on a strictly jobber basis through C. E. Arnaud, 
258 Broadway, New York City. Replacement blades for this 
model list at 30c. each. Dealer discount is 331/3. Three- 
color dealer display card will soon be available. 








Bryant Electric Receptacle No. 4822 

Receptacle No. 4822 is a top wire brown 
bakelite duplex flush receptacle, complete with 
brown bakelite plate having integral bosses. 
The Byrant Electric Co., Bridgeport, Conn., 
makes this receptacle. Top wiring terminals 
of receptacle have two binding screws on each 
side, making of the device a connecting block 
as well as a receptacle. Bakelite shoulders 
protect the screws and hold the wires in place. 
Receptacle has a completely inclosed 
moisture-proof bakelite back. Yoke is 
of the semi-flexible type, which facili- 
tates easy adjustment in the box without 
sacrificing the rigidity of the device 
after installation. The maker states 
that imperfectly fitted plates are done 
away with as the bosses, which have 
“easy finding” ribs, are integral with 
the plate. 
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No. 1925 


The Last Word 
In Garage Hardware! 
SAY uae 
so do owners seek 


greater strength, im- 
proved convenience® 





and more genuine 
value in Garage Hardware. The 
GRIFFIN Wrought Steel Garage 
Hardware Set shown here is built to 
meet this demand. It offers all that 
can be desired; and provides it with 
economy, too. Many other Garage 
Sets as well as GRIFFIN Hinges are 
shown in the new GRIFFIN Catalog 
which will be sent upon request. 





anufacturing Company 





ERIE, PENNSYLVANIA 





Branch Offices:- 


NEW YORK: 45 Warren Sr. BOSTON: 113 PurRCHASE Sr. 
CHICAGO: 555 W. RANDOLPH Sr. SAN FRANCISCO: 703 Marker Sr. 
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Attractive Hammer Display 


To give further help at the point of sale, we have 
designed a hammer display that will create interest 
and demand attention. When care is taken to locate 
this display in the most strategic place in your 
store, you will be enthused over its pulling power. 


By featuring the “Balance” of the Maydole line 
and the suggestion to customers “Try It For Your- 
self,” this display offers a silent suggestion which 
is often the creator of many sales. 


Write for one today—and when you have re- 
ceived it and placed it properly in your store, 
point it out to your customers. It carries a powerful 
selling message. 


When writing, ask also for printed liter- 
ature on the Maydole products—we have 
a quantity for vou. 


David Maydole Tool Corporation 
Norwich, New York 





. ile TOOLS 
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Red Cat E-Z Way 
Dandelion Gun, Liquid 
The Red Cat E-Z Way dandelion gun, for 


ridding lawns of dandelions, plantain and 
other pests, is made by The G. A. Roth Mfg. 
Co., Hastings, Neb. For use with the gun, 
the same company makes Red Cat E-Z 
liquid. When using the gun it is not neces- 
sary to stoop over or bend. Gun is placed 
over the center of the weed and pressure 


put on the handle, causing liquid to drop 


into the heart of the weed. The maker states 
that once the liquid has been dropped on the 
weed, it will not grow again, as the root is 
killed. List price of gun, including 14 pint 


of liquid, is $3.50. Guns are individually 
packed in cases of six. Individual guns 
weigh 2 lb. List prices on the liquid are: 
pint, 60c.; gallon, $2.50, and 5 gal. $11.00. 
Dealer discount is 40 per cent for quantities 
of 12 or more and 33 1/3 per cent for smaller 


quantities. On the liquid, discount in lots of 5 gal., assorted 
sizes, is 40 per cent. For smaller quantities, discount is 33 1/3 


per cent. 





Pyramid Package 
Display n 
Introduced 
by 
Remington 
To solve the 
dificulty con- 
nected with get- 
ting shot shells 
and cartridges 
properly dis- 
played in the 
store window, 
this pyramid 
package display 
is offered to 
dealers by Rem- 
ington Arms Co., 
Inc., advertising 
department, 29 
Warren St., New 
York. The dis- 
play is also of 
great interest to 


and towns where 
the display of 
live ammunition 
is prohibited. In 





any case, such a display relieves the dealer of inconvenience 
and anxiety, caused in the attempt to properly display shells 
and cartridges in the window. Display consists of a pyramid 
of empty Kleanbore Hi-Speed, .22 boxes, in actual size, 
lithographed in colors with a patented construction which 
permits the display to be folded and shipped flat like a cut- 
out or showcard. The same idea has been carried out in 
pyramid display of Remington Kleanbore Shot Shells and 
center-fire cartridges, which will be distributed later in the 


season. 
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Clear-Drip Coffee Maker 
For Table Service 


The fluted design Clear 
Drip coffee maker, made 
by the Aluminum Goods 
Mfg. Co., Manitowoc, Wis., 
will grace any table. All 
that is necessary in order 
to make coffee is to put 
the coffee into the self- 
measuring basket, set the 
water compartment in 
place, pour in boiling water 
and serve when the brew 
has been made to suit the 
taste. Scientifically placed 
perforations in the coffee basket take the place of separate 
filters or screens. Suggested retail prices are: 144-qt. size, 
$1.15, and 2-qt, size, $1.30, except in extreme South and 
West. 








Handy Dryer 


The Handy Drier 
is for drying hose, 
lingerie, handker- 
chiefs, baby garments 
and similar articles. It 
is collapsible and may 
be set up or taken 
down in a few sec- 
onds. Drier is entirely 
rustproof and its 12 
arms are_ smooth. 
Swivel top with its 
automatic spring grip 
permits the revolving 
of the arms at will. 
Drying capacity is 
said to be equal to a 
15-ft. clothes _ line. 
Height, when set up, is 36 in., while the length of the dryer, 
when collapsed, is 22 in. Suggested retail selling price is 
$2.00. The Globe Co., Sheboygan, Wis., is the maker. 











Foley Hammer Saw Set 





This ingenious saw 
set has been de- 
veloped by The Foley 
Mfg. Co., Minne- 
apolis, Minn. It is 
said to be the only 
hammer and anvil 
pistol grip set for all 
hand saws, with 
easy trigger action. Set is so compact that it can be easily 
carried about in the tool box. It has a real hammer and 
anvil action, the only way a perfect set can be obtained. A 
light pressure on the trigger draws the hammer back against 
the spring, which is compressed and then released by a 
small dog. Hammer is then released. and strikes the saw 
tooth with a sharp blow. Result is a perfect uniform set, 
regardless of whether the saw has soft or hard spots, says 
the maker. There is an adjustment screw on the end of the 
barrel that holds the spring to obtain more or less set de- 
pending on size of teeth or how much set is desired. It can 
be used on all sizes and kinds of band saws from 3 to 16 
points to the inch. Pistol grip type of handle allows oper- 
ator to hold his arm in a natural position. 
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Three Profitable 


Pennsylvania 
Lawn Accessories 













































PENNSYLVANIA 


Lawn Cleaner and Rake 


Removes cut grass, 
leaves and all other 
foreign matter from the 
lawn. With it, one boy 
can do more and better 
work than four men 
with hand rakes. One 
size 24” sweep. Also 
furnished with brushes 
which can easily be in- 
stalled in place of rakes. 


PENNSYLVANIA 


Combined Trimmer and 
Edger 

Does away forever with 
back-breaking trimming and 
edging by hand. Consists of 
PENNSYLVANIA Ball Bear- 
ing Trimmer equipped with 
a steel disc and small plow. 
Handle adjust- 
able to suit 
height of user. 
Width of cut, 
6 inches. Net 
weight, includ- 
ing handle, 22 
lbs. Shipping \™ 
weight, 31 Ibs. } 


PENNSYLVANIA 


Undercut Trimmer 


Cuts all the grass the 
mower can’t reach—close 
to a wall, fence or tree, un- 
der a fence and other 
places hitherto out of reach 
of anything but hand 
shears. Ball bearing, 914” 
drive wheel, 4- «@ 

blade cylinder. 
Width of cut, 
544”. Weight, 
boxed, includ- 
ing handle, 32 
Ibs. 


Pennsylvania Lawn Mower Works 
Primos, Delaware County, Pa. 


ENNSYLVANIA 


Quality 
LAWN MOWERS 
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HAD NATED 


fPADLOCKS; 


The 
Most Popular 


and 


Biggest Selling 
High Quality 
| Padlocks | 


on the Market! 











Sold Exclustvely 
Through Legitimate 
Hardware Jobbers 








MASTER LOCK CO. 


World’s Largest Exclusive 
Padlock Manufacturers 


Milwaukee, Wis., U. S. A. 














| | financing their purchases. 


come impossible. Industry tuned 
up to quantity production by mar- 
kets depending upon the practice 
| would find itself absolutely short of 
outlet. The sum of outstanding in- 
stallment debts, in the regard of 
people who so prophesied, would 
| become unmarageable. Looking 
over my collection of advance 
warnings on this score, I find some 
| fine flows of language which the 
| Prospect excited. Installment buy- 
| ing was asserted to be a cancer eat- 
| ing out the vitals of the body pub- 
lic; its accounts were dubbed a 
morass of debt that was yawning to 
engulf a nation doomed to commer- 
| cial destruction. The probable re- 
| turn of unpaid-for purchases in time 
of depression was said to be a ter- 
rible menace. 


| Credit Costs 


Again, it is alleged that the ex- 
| tension of installment credits costs 
something. Buyers who use the 
| method must expect to pay a margin 
above the cash price of goods to 
cover the elements of risk and time 
before complete payment is made. 
The size of this margin has rather 
constantly been reduced through the 
years when installment selling meth- 
ods have flourished. But it must 
| always persist in some degree. Con- 

sidered as an interest rate, these 

charges were gravely viewed by 
some of our mercantile analysts, 
| who said that installment buyers 
_were borrowing money at rates of 

from 9 to 25 per cent per annum in 
There 
was every plausibility in the sug- 
gestion that the assumption of these 
charges might reduce the total abil- 
ity of consumers to buy goods. Thus, 
even though the volume of sales by 
installment continued to rise, the in- 
dustries most practicing it were kept 
on the alert and somewhat on the 
defensive by the red-flag-waving of 
their critics. 

Let us take up the experience in 
| the selling of electrical appliances. 
| The sample group of concerns whose 
| business was reviewed made 71.2 
| per cent of their 1929 sales on the 
| installment plan. And they went 
| through 1930 without meeting any 
| extraordinary calamities arising from 
| the system. Their installment sales 











That Installment Bogie 


(Continued from page 43) 


for the last half of the year repre- 
sented 70.4 per cent of the total 
business. Their normal experience 
was that of allowing for reposses- 
sion or return of installment goods 
to the extent of 11.8 per cent of 
sales. In 1930, that figure merely 
rose to 12.6 per cent. In other 
words, the slump did not increase 
the backflow of electrical goods on 
dealers by as much as 1 per cent 
above the normal expected. 

Utility companies market, in the 
aggregate, immense quantities of 
electrical devices, partly with the 
object of stimulating consumption 
of current. Their experience seems 
to have been identical with that of 
dealers. Matthew S. Sloan, head of 
the great New York Edison Com- 
pany, reports tnat his company dur- 
ing 1930 sold 40,000 electric refrig- 
erators on time payments, and en- 
countered only seven or eight buy- 
ers unable or unwilling to complete 
their contracts. Think of it! Not 
7 or 8 per cent—but 7 or 8 indi- 
vidual cases out of 40,000. This is 
a high spot in the record. But it 
can be said that the utility selling 
experience with installments squares 
up to that reported by the retail 
houses. 


Continue to Buy 


Running through the combined 
accounts as to jewelry houses, de- 
partment stores, and the business in 
men’s clothing and women’s spe- 
cialties, we cannot avoid similar 
findings. Buyers on_ installment 
through 1930 were able to clean up 
old accounts, and to undertake new 
purchases just about as they did in 
previous years. Reduced percent- 
ages, the fluctuations that can be 
isolated as results of installment 
selling, are nearly all trivial. 

The percentage of jewelry sales 
made on installment, which was 
about 25.7 per cent of the total 
business of the representative con- 
cerns in 1929, in 1930 became 26.7 
per cent. And here is the crucial 
point: The repossession rate did not 
move up at all. So with department 
stores; all of the alterations in the 
business trend which we can prop- 
erly attribute to installment selling 
are measured in fractions of a per 
cent. 
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Scanning the records of the auto- 
mobile industry, on which much of 
the controversy over _ installment 
selling has always centered, we are 
similarly at a loss when we seek to 
identify and label any particular 
trouble as due to it. Sales of au- 
tomobiles by installment dropped 
off, but apparently only in propor- 
tion to the falling off in cash sales. 
The percentage of repossession rose 
a trifle and momentarily, but cannot 
be said to have seriously affected 
business calculations. Apparently 
the low point of car sales was 
touched in this country last Novem- 
ber. For that month we find that 
buyers acquired 152,802 cars on in- 
stallment credit. Small increases in 
that number were recorded during 
December and January. When the 
usual spring rise in automobile buy- 
ing got under way, the installment 
buyer was as usual the regular 
source of business. For February 
installment sales of automobiles 
amounted to 173,578 cars. Nowhere 
in the automobile industry do we 
find question arising as to the de- 
sirability of continuing the sales 
method which has been associated 
with the remarkable expansion of its 
enterprise. 

So now we can come to our con- 
clusion. The American develop- 
ment of the possibilities of selling 
usable articles on the installment 
plan, with all of its flourishing 
growth, has created no new eco- 
nomic danger. As a system, it has 
now been put under the most grill- 
ing of tests by a world business de- 


pression of almost unparalleled in- 
intensity and it has demonstrated its 
right to survive. It is being retained 
throughout the business field in 


which it has so greatly extended dur- | 


ing the last decade. Neither our 
buyers nor our sellers, as careful in- 
vestigation discloses, have sustained 
the serious injuries from it which 
we were warned to expect during 
business depression. 

This is one of the bright spots in 
the business picture of today. So 
long as reasonable business precau- 
tions are being taken, we can aban- 
don our concern over the future of 
industries which have associated 
their operation so closely with in- 
stallment selling. 

We can also set aside the asser- 
tions as to danger from the burden 
of installment debt. The purchasers 
on the whole have demonstrated their 
capacity to take care of it during a 
difficult business period, when un- 
employment was rife. We find that 
the average of installment accounts 
run over a period of about seven 
months, the time ranging from ten 
weeks or so in typical clothing pur- 
chases up to a year for automobiles 
and such items of heavier unit cost. 
So we know that there has been 
time since our depression first ap- 
peared for the full cycle of install- 
ment selling to be tested by its 
weight. Our financial system has 
become accustomed to the perma- 
nent extension of a very large total 
of credit to installment buyers who 
have proved themselves capable of 
carrying it under all conditions. 





“Yankee”? Chromium Plated 


Tools in Attractive Display 


“Yankee” line tools, made by North 
Bros. Mfg. Co., Philadelphia, Pa., are now 
covered by chromium plating over the orig- 
inal nickel finish. With the chromium 
finish, dealers who were formerly reluctant 
to display a high grade tool whcre 
customers could handle it, can show 
“Yankee” tools on the counter or table, 
as well as in the window. The chromium 
plating will not rust, and finger prints will 
not spoil the finish of these tools. 

Display tray is in bright colors and in- 
terior is lined to add to the general at- 
tractiveness of the display. The tool com- 
bination itself was described and _illus- 
trated in the May 21 issue of HARDWARE 
AGE on page 56. The makers believe that 
they are the first manufacturers of high 
grade tools to use chromium plating over 
the nickel finish. 
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Wilcox, Crittenden Marine 
Hardware Line Catalogs 


Wilcox, Crittenden & Co., Middletown, 
Conn., has issued illustrated catalog and 
price list No. 1930, as corrected to Febru- 
ary, 1931. Included in the catalog are 
illustrated descriptions of marine, heavy 
and awning hardware, wire rope fittings, 
special forgings, gray iron and brass cast- 
ings. In addition to information as to the 
line, there are pages devoted to knots of 
interest ts boatmen, methods of anchoring 
and mooring a boat, yachting flag informa- 
tion, weather forecasting rules, use of the 
compass and a description as to the metals 
used in the making of marine hardware. 

The same company, as successors to the 
National Marine Lamp Co., has issued a 
catalog showing marine lights and supplies 
made by that unit of the organization. 
Besides the illustrations and descriptions 
included in the booklet, information as to 
boat lighting rules is given. 











The End 
Is RED 


QUALITY 
Identified 
by the 
Brilliant 
Symbol 














THE HACK SAW 
YOU SELL FASTER 


These RED END Non-Breaking 
Tungsten Steel Blades are the 
kind that will give your customers 
best satisfaction and results in 
most profit for yourself. They 
are made in all standard lengths 
and sizes. If you haven’t yet of- 
fered RED END Hack Saw Blades 
for sale in your store we suggest 
that you ask your jobber for a 
trial order, so that you may see 
for yourself what a good profit- 
able merchandising item this is. 
The RED END helps you make 


sales. 











and 


STEEL 
CO. 


Fitchburg, Mass. 
Chicago, Il. 
Boston, Mass. 
Detroit, Mich. 
New York City 
New Orleans, La. 
Memphis, Tenn, 
Atlanta, Ga. 
Portland, Ore. 
San Francisco, Cal. 
"4 Los Angeles, Cal. 
Seattle, Wash. 
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“You Can Stake Your Reputation on Rixson 
Hardware Specialties” 








It Narrows Down to This— 
<— 1]),/’ 


Where Stools Limit Width of Casement Operators: Full 
Efficiency and Power are supplied within a 1!4-inch case 


by RIXSON NO. 94 CASEMENT OPERATOR— 
THE OSCAR C. RIXSON COMPANY 


4450 Carroll Avenue Chicago, IIL. 


New York Office: 101 Park Ave., N. ¥Y.C. 
Philadelphia 


Atlanta New Orleans Los Angeles Winnipeg 

















No, Mr. 
Dealer, but 
the RUGG 
New Style 
Children’s 

Shovel 

No. 26 

is a popular 
and 
profitable 
seller right 

NOW for 
shoveling 
SAND in 

Summer, 
as well as 

SNOW 
in Winter. 











Has 


A play shovel for seashore, or the home sand pile. 
sturdy steel blade. Prompt shipment. 


Send for prices. 


MFG. CO. 
Mass. 


RUGG 
Greenfield 

















Ray-O-Vac Silver 
Anniversary Flashlights 


In observing its 25th an- 
niversary year, the French 
Battery Co., 20 N. Wacker 
Drive, Chicago, IIl., offers a 
flashlight with satin silver 
finish, set off by jet black 
switch section and end cap 
nickel lens flange. Herring- 
bone pattern design on case and Rotomatic switch are other 
features. There are two models in the anniversary flashlight 
offering: 2-cell model listing at $2.00 and 3-cell model list- 
ing at $2.75, including Ray-O-Vac batteries. Flashlights are 
of all-metal Gonstruction and of focusing splotlight type. For 
the dealer, attractive displays and bulletins on _ practical 
sales ideas comprise a merchandising program, said to be 
unique in flashlight merchandising. Four three-cell flash- 
lights are packed in a display carton, while the two-cell 
models are offered in cartons of six. Dealer cost of unit 
package No. 250, containing four three-cell flashlights, is 
$8.70, including unit package of flashlight batteries. 








Turner 60th Anniversary 
Blotorch No. 30A 


To further celebrate the six- 
tieth anniversary of Turner 
Brass Works, Sycamore,  IIl., 
the 30-A_ Blotorch is _ being 
offered. It is designed especially 
for non-professional users, for 
home-mechanics, farmers and 
users who require a high-quality 
torch at a low price. An im- 
proved design burner develops 
an extremely hot flame. It has 
a cool composition valve handle 
and a needle designed to prevent the enlargement of the 
orifice. Trouble-proof pump unit is completely inclosed. 
In addition, it has a seamless brass tank with an attractive 
dull satin finish—one quart capacity. A smart, red lacquered 
handle adds to its appearance. 








Gray & Dudley Co. 
Washington Gas 


Range 
The Gray & Dud- 
ley Co., Nashville, 


Tenn., has announced 
a kitchen range of 
distinctive beauty 
with new, practical 
features of construc- 
tion. It combines the 
convenient elevated 
oven with the cook- 
ing top located at 
the most convenient 
height, 33 in. above the floor, and an attractive console 
finished in Carrara marble porcelain enamel finish. Two 
color combinations are offered: ivory with green trim and 
white with gray trim. Equipment includes Robertshaw Auto- 
matiCook Thermostatic oven heat regulator, Rutz Push But- 
ton Lighter for the cooking top. Range has large and con- 
venient utility drawers with sheathed rock wool insulation for 
oven and broiler, and porcelain enamel oven linings. It 
will burn any kind of gas: natural, manufactured or com- 
pressed. 
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Two New Lines of 
Roper Gas Ranges 

The Geo. D. Roper 
Corp., Rockford, Ill. 
offers two new lines of 
gas ranges. They have 
full automatic equip- 
ment, including the 
Insta-Flame which 
lights any burner, in- 
cluding the oven, in- 
stantly and automatic- 
ally as the gas is 
turned on. Range 
will start itself, stop 
itself and maintain the proper indicated temperature by 
simply making the proper adjustments for the hour desired. 
No buttons or matches are required to make a light. Ranges 
are also available in the console type finished in black or a 
combination of colors as well as in marbelized trims. These 
ranges have complete oven control, ventilated ovens, which 
are insulated and are equipped with Insta-Flame and Touch- 
A-Button top burner lighter as well as a super-boiler pan, 
eliminating smoking and the danger of firing hot fats dripping 
from broiling foods. A lifetime cooking chart and roomy utility 
drawer are included with the range, as well as porcelain 
enamel oven linings on both sides. 

















Everitt’s Convertible 
Display Cases 
These display 
stands are offered by 
Everitt’s Convertible 
Display Case Co., De- 
catur, Ga. They are 
convertible shipping 
and display cases 
for providing a uni- 
form display for 
package seed, pack- 
age dyes, bronzes 
and other such arti- 
cles requiring some 
device by which they 
may be kept sepa- 
rated. With these 
displays the  cus- 
tomer may make his 
selection, thus ena- 
bling the clerks to 
handle other trans- 
actions at the same 
time. Even if only one 
item is in the rack, it 
automatically comes 


he ad “ 


179a4aa11edI4e4 





to the front, thereby giving a uniform appearance to the racks. } 


In the case of the magazine rack, the individual pocket will 
hold as many as six copies. Reserve stocks may be kept in the 
interior of each of the cases. Additional display cups may 
also be stored in the interior of the case. Patents are pend- 
ing on these cases. Dealer cost on the two model seed stands 
are $12.50 and $20.00 respectively. Dealer cost on maga- 
zine racks ranges from $27.50 to $50.00. Magazine stand is 
of revolving type. Pockets are reversible and nestable on the 
three stands illustrated. 
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a blessing... 


Just imagine all the old window and door 
screens in your neighborhood; don’t fool your- 
self hoping to sell new screens or screening— 
many cannot afford new screens this year! 
Here’s your chance! Display JIFFY packages 
and cards all over your store during the next 
few months. . . you will make sales and profits 

. and you will increase your good will. Get 
a shipment in, quick. Every day is important! 


BEAVER MFG. CO. 
625 North 3rd Street, Newark, New Jersey 


Your 
Jobber 
Is 
Ready 
To 
Take 
Care 
Of 


You 














Wood 
Screw 


Rivets 
Roofing Nails 
Scratch Brush Wire 








THE BRIDGEPORT SCREW CO. 
Bridgeport, Conn., U. S. A. 


Representatives: 
Milton Pray Co., San Francisco, Los Angeles, Seattle 
George E. Quigley, Detroit 
G. M. Baird & Co., Memphis, Tenn, 
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99 
Medal’’ Folding Furniture, dis- 
orf. 


played in your store and win- 


dows, will attract trade. Write Fod, 


Sell Them by Merely 

Displaying Them 
The smart, colorful cover patterns and 
bright lacquer finished frames of “Gold 
Medal” Reclining Chairs on display at- 
tract the attention of home owners. The 
charm and comfort these unusual chairs 
add to a porch or lawn, is evident at 
a glance—that’s why they sell so readily. 
“Gold Medal” Reclining Chairs are made 
to stand hard use. Frames are of selec- 
ted hard wood. Furnished in many styles 
and patterns, with footrest, arm pads and 
canopy as desired. 


Gold Medal Folding Furniture Co. 
1706 Packard Ave., Racine, Wis. 





TRADE MARK REC. U. S. PAT. 
7 . 


teday for beautiful catalog 


showing the 193! line in colors. 




















Are ACTIVE Sellers 


Hardware Age regularly publishes 
many stories of profits made by 
hardware dealers who handle toys. 
What these merchants are doing 
you can do. 


Read about these successes and 
then turn to the advertising es. 
You'll find that the toy manufac- 
turers are offering the dealer 
worthwhile merchandising helps. 


There is real money in toys. 
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INCREASE 


your 
oven sales 


Nesco features mean the 
greater value that wins more 
customers. Full tin lined — 
double walls, asbestos insu- 
lated — heat indicator — air 
circulation—heat deflector — 
two locks. Specify **Nesco”” 
to your jobber. 


Nationa, ENAMELING AND 
Stampinc Company, Inc. 


13 12th St., Milwaukee, Wis. 


The Nationally 
Advertised Trade Mark 








Aluminate Deflector 
Offered in Color 


The Aluminate deflector is now 
offered in colors and color combi- 
nations. Grille and top are of cast- 
iron. Appearance has been greatly 
improved as the cast-iron grille is 
easily washed and kept bright and 
clean looking. Where the two-tone 
model is used, flue cap has appear- 
ance of being built on the range. Deflector is offered in the 
following standard stove colors: white, gray, green and ivory. 
The following grille and cap combinations are available, the 
first color being that of the grille: green and ivory, gray and 
white, black- and ivory and ivory-and green. Aluminate Co., 
Inc., 135-26 Hillside Ave., Jamaica, N. Y., is the maker. 








Dyke’s Automobile and 
Gasoline Engine Encyclopedia 

The Goodheart-Willcox Co., Inc., 2009 S. Michigan Ave., 
Chicago, IIll., has issued the 16th edition of Dyke’s Auto- 
mobile and Gasoline Engine Encyclopedia, edited by A. L. 
Dyke. It tells how to do things for the engine and why they 
should be done. The encyclopedia is a complete and up-to- 
date guide to autos, trucks and tractors, which treats on the 
principal construction, operation, repairing troubles and 
remedies in the operation of automobile and gasoline engines. 
There are 1339 pages covering the subjects, including 4400 
pictures, plans, diagrams and charts as well as 15,000 
lines of index by which subjects may be quickly located. 
Price is $6.00, while the de -luxe flexible binding edition 
costs $7.50. 

Some of the newer subjects covered are: synchro-mesh trans- 
mission, down-draft carburetion, electrolock ignition switches, 
free wheeling, dual ignition systems, synchronization of igni- 
tion systems, and radio receiving equipment for automobiles. 
Other topics are: vulcanizing, radiator repairing, carbure- 
tion, electrical wiring systems, the overhauling and repairing 
of engines, etc. 





Fada Super-Heterodyne 
Console Model 
With Pentode 
Tubes 


Fada Radio Co., Long 
Island City, N. Y., 
makes this eight tube 
super - heterodyne con- 
sole model with two 
Pentode tubes and push 
pull amplification. The 
maker states that the de- 
sign of the Model 45 
eliminates interference 
and gives full selectivity 
and sensitivity. By the 
use of Pentode in push- 
pull, the Fada company 
says that approximately 
twice the output of a 
receiver using the 245 
type of power amplifier 
incorporated in re- 
ceivers of the past year 
is attained. Chassis 
measures 1614 x 10 x 81% in., with chassis base finished in 
cadmium. Cabinet measures 38 x 23 x 1354 in. 
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display it. 





Dealers should write for a 
supply of our new 16 pagel 
Gun Cleaning Guide, Free. 





Make Friends for Dealers 


VERY expert at the traps, targets or in the field knows 
HOPPE’S NITRO POWDER SOLVENT No. 9. Its use 
insures accuracy of aim. It removes all residue, rust, leading and 
metal fouling. In addition, it is a big seller for dealers who 


HOPPE’S LUBRICATING OIL for the moving parts of guns, 
fishing reels and all household purposes is without a superior. 
Light, penetrating and will not gum. 


Your Jobber Can Supply You 
FRANK A. HOPPE, INC., 2314-H, N. 8th ST., PHILADELPHIA, PA. 














ALL STEEL 

has become a 

clinching argument 

in the sale of wrenches 


JN these days when strength and safety are 
being so much discussed, many a hardware 
dealer has found it easy tosell TrIMo wrenches 
on the single point of All-Steel construction. 
There are no weak spots, no danger points— 
TRIMO is the safest, strongest pipe wrench. 


all steel TRIMO pipe wrench 
Trimont Mfg. Co., Roxbury (Boston), Mass. 
Makers of TRICROME Silvered CUTTER WHEELS 

















_ symbol of 
q uality in chain 


There is an ACCO Chain for every 
industrial, farm and home purpose— 
in bulk or made into specialties. 
Concentrate on this profitable 
quality line. Made by the world’s 
i) largest manufacturer of welded and 
weldless chain. 
AMERICAN CHAIN CO., Inc. 
Bridgeport, Conn. 
Makers of the Famous Weed Tire 
Chains 


MONARCH use 


VEHICLES for CHILDREN 
WAGONS 


& ok, SCOOTERS 


VELOCIPEDES - PEDAL CARS 
SAFETY CYCLES - BABY WALKERS 
THE MONARCH PRODUCTS CO., Tiffin, Ohio 


BERT SCHEUER—45 E. {7th St., New York—HAROLD SCHEUER 
Write for Catalog and Price List 




















POULTRY SUPPLIES 





Moe’s Big Boy Feeder Moe’s Egg Carrier 


Years of experience in designing and manufacturing good 
poultry equipment makes Moe’s Line a practical and 
profitable line to sell. Write for Catalog. 


HoEFT & COMPANY 


2305 Davis St. North Chicago, Ill. 
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370 ATLANTIC AVE., 





THE ELASTIC TIP COMPANY 


MANUFACTURERS OF 


@ | RUBBER GOODS AND SPECIALTIES | @ 


SEND FOR ILLUSTRATED CATALOGUE OF OUR COMPLETE LINE OF 
FAST SELLING TIPS FOR ALL PURPOSES 


BOSTON, MASS. 
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Just TRY to Find its 
Equal Under 100% 


Here is Mola quality that meets and BEATS price competition! 
Exactly the same Electric Washer that broke sales records at 
$129.50. Porcelain-enamel Armco Tub, baliloon-type rollers, spe- 
cial aluminum agitator, Bronze bearings, Full-size motor, etc. 

See your jobber or write. We will leave it to you if FACTS don’t 
prove it the greatest value you can offer. 


MODERN LAUNDRY MACHINE MFG. CO. 
4136 Fullerton Ave., Chicago 

















NET-WICK 


Poultry Fence Never Sags 


Our new combination of mesh and gauge 
wire is reinforced so securely that no 
rail support is needed. at top or bottom 
to prevent sagging. Both Horizontal and 
Perpendicular wires are FULL GAUGE 
and made from best Open Hearth Steel. 
We control every operation. Galvanized 


before or after weaving. Your jobber will 
supply you. 

















Sto pi 
We will be glad to help you 
with your sales problems. 


239 W. 39th St., 
New York City 


BULL &@ FROG 
WHEELBARROWS 


Seamless, smooth, pressed steel trays 
“Never Break” 


in hub 


Hardware Age, 











wheel with rivetless hub 


Grease pocket for efficient lubrication 


Malleable ir 


T hese advant wes mean greater 


yn axle boxes 
satisfaction to the user— 
and the seller. 

Catalog upon request 


OHIO 


— TOLedo 


AGO 520 W. Erie St 











Coming Hardware 
Conventions 


CaROLINAS HARDWARE ASSOCIATION CONVENTION, 
Greensboro, N. C., June 9, 10, 11, 1931. Arthur R. Craig, 
secretary, 804-806 Commercial Bank Building, Charlotte, 
N. C. 


Iowa RetaiL HarpwaRE ASSOCIATION CONVENTION AND 
EXHIBITION, Des Moines, Feb. 9, 10, 11, 12, 1932. Con- 
vention sessions will be held at the Hotel Savery, and the 
hardware exhibit at the Des Moines Coliseum. Philip R. 
Jacobson, secretary, lowa Hardware Building, Mason City. 


MicuicaN Reta, HarpwareE ASSOCIATION CONVENTION 
AND EXHIBITION, Detroit, Feb. 2, 3, 4, 5, 1932. Secretary’s 
Office, Marine City. : 


Minnesota Retail Harpwarke AssociaATION CONVEN- 
TION, Jan. 26, 27, 28, 29, 1932. Place of meeting to be 
decided later. Chas. H. Casey, manager-treasurer, 2344 
Nicollet Ave., Minneapolis. 


MississipP1 ReTaiL HARDWARE ASSOCIATION CONVEN- 
TION, Buena Vista Hotel, Biloxi, June 15, 16, 17, 1931. 
Guy Nason, secretary, Starkville. 


NATIONAL ASSOCIATION OF PURCHASING AGENTS, INC., 
ConvENTION, Royal York Hotel, Toronto, Canada, June 
8, 9, 10, 11, 1931. G. A. Renard, secretary-treasurer, 11 
Park Place, New York City. 


NaTionaL Exectric LicHt AssociATION CONVENTION 
AND Exuisition, Atlantic City Auditorium and Conven- 
tion Hall, Atlantic City, N. J., June 8, 9, 10, 11, 12, 1931. 
A. Jackson Marshall, secretary, 420 Lexington Ave., New 
York City. 


NATIONAL RETAIL HARDWARE ASSOCIATION CONVENTION, 
Hotel Cleveland, Cleveland, Ohio, June 22, 23, 24, 25, 
1931: H. P. Sheets, Managing Director, 915-935 Meyer- 
Kiser Bank Building, Indianapolis, Ind. 


New EncuLanp Retatt HarpwaRE DEALERS ASSOCIATION 
CoNVENTION AND ExHIBITION, Mechanics Building, Boston, 
March 2, 3, 4, 1932. Convention, Paul Revere Hall; Ex- 
hibition, Machinery Hall. Headquarters, Hotel Statler, 
George A. Fiel, secretary, 140 Federal St., Room 225, 
Boston, Mass. 


Nortu Dakota Retatt HarpwareE AssociaTion Con- 
VENTION AND EXHIBITION, Feb. 10, 11, 12, 1932. Place 
of meeting to be decided later. C. N. Barnes, secretary, 
Grand Forks. 


SoutH Dakota Retam. HarpwareE AssociaTIon Con- 
VENTION, Sioux Falls, Feb. 2, 3, 4, 1932. Chas. H. Casey, 
manager-treasurer, 2344 Nicollet Ave., Minneapolis, 
Minn. 
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Diamond Tools are made in various 
styles and finishes to suit the re- 
quirements of your customers. 


All are guaranteed. Drop forged 
from high grade tool steel. Hold 
under severest strains. 


Write for more detailed information. 


DIAMOND CALK HORSESHOE CO. 
4622 Grand Ave., Duluth, Minn, 














FLASHLIGHTS 
AND BATTERIES 


A line of flashlights with plenty of sales 
features—batteries that do last longer—and a 
merchandising program that makes real sales. 





French Battery Company, Madison, Wisconsin 


General Sales Office: 20 North Wacker Drive, Chicago, Illinois 





A GOOD Door Check 
at a LOW Price 


The Rose is priced so low 
that every home owner can 
afford it—Model G, $2; Model 
77, $1. Does perfect work. 
Closes all light doors, quick- 
ly, surely, silently. Durable, 
attractive, quickly and easily 
attached. Proven in popular- 
ity—a leader. Ask your job- 


ber salesman or write. 


SCREEN DOOR FRANK ROSE MFG. CO. 
CHECK Hastings, Nebr. 


General Sales Agent: JOHN H. GRAHAM & CO., INC. 
113 Chambers St., New York; 565 W. Washington St., Chicago, IL. 
268 Market St., San Francisco, Calif. 




















SPEED UP 








SALES 


Allith 


ROLLING LADDERS 


like Allith hangers—are always on the 
track. They speed up sales by reducing 
the time needed for each sale. They are 
attractive, durable, roll quietly and run 
freely. Your post card will bring prices 
and information by first mail. 


ALLITH-PROUTY COMPANY 
DANVILLE, ILLINOIS 
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THE CORBIN SCREW CORPORATION 


The American Hardware Corp., Successor 
NEW BRITAIN, CONN. 


Warehousee—New York, Chicago, Philadelphia. 
Western Factory—Dayton, Ohio. 











SERVICE QUALITY 
ACCURACY 


Buffalo Bolts . . . the reliable 
bolts that have served indus- 
try for three generations are 
available in attractive cartons 
with easy-to-read labels. 


BUFFALO BOLT CO. 


North Tonawanda New York 
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dncr asing demand for fence 


Growing disregard for prop- 
erty rights increases demand 
for Fence protection for hun- 
dreds of homes, neighborhood 
parks, playgrounds, miniature 
golf courses, factories, etc. 

Year-round business. Good 
margin. No investment in 
stock. Highly rated, success- 
ful pioneer company. Write 
TODAY for our interesting 


proposition. 


The Stewart Iron Works Co., Inc. 
737 Stewart Block Cincinnati, Ohio 
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SPECIAL TABLE OFFER 


This Heller Merchandis- Think of a genuine Heller Merchandising 
ing Table only........ $ 3,95 Table for only $23.95! A new, up-to-the- 
Balance $5 per month Down minute table, designed to increase your 
for four_months. sales. At this low price, you can afford 
to equip your store with tables. Easy 
monthly payments make it possible to pay 
for them out of income they bring you. 
Full size—7 ft. x 30% inches. Height 
34% in. Beautifully finished in medium 
gloss oak. This 


ffer is good f 
summer “months | FREE ! 


only, so hurry! Six Merchandis- 
You may never ing setups fur- 
have another nished free with 
chance to buy each table. Set- 
genuine Heller ups alone worth 
equipment at ‘so price of table. 

low a price. 
BB KSAT SS RST SSS SS Se ee a ee 


SEND THIS W. C. HELLER & CO., Montpelier, O. 


Please ship ........ No. 27 tables as advertised. 


Send complete information on your special summer 
COUPO N offer on Ro. 27 tables. citi 


6A SIGN NAME AND ADDRESS IN MARGIN 
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CLASSIFIED ADVERTISING 
RATES apply to 
Advertisements from unemployed 
accepted free of charge; inserted 
in two consecutive weekly issues. 
Box number address may be used. 
All replies will be forwarded by us 
post paid. 
Positions Wanted and Help Wanted adver- 
tisements at Special Rate of one cent a 
word, minimum fifty cents per insertion. 


Each 











Use the “Classified Opportunities Section” to Reach Hardware Manufacturers 


Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 
THE FOLLOWING RATES 


“Business Opportunities,” “Sales 
Accounts Wanted” and 
tives Wanted” advertisements. 





Set Solid, Minimum of 5 lines... 
Each additional line 
All Capitals, Minimum of 5 lines.... 
additional line 
Average 10 words to a line 
Allow One Line for Keyed Address 


Remittance Must Accompany Order 


Samples of merchandise, literature, cataiogs, etc., requiring more than ordinary reforwarding postage should not 
be addressed to box numbers 


BOXED DISPLAY RATES 
i eer ry 
Each additional inch........++++++ 400 
Discounts for Classified Advertising 
4 insertions, 10% off, 8 insertions, 15% off. 
Due to the special rate, these discounts do 
not apply on Position Wanted or Help 





“Sales Representa- 


tere eeeeeees -60 Wanted Advertisements. 
4.00 HARDWARE AGE is published each Thursday. 
ee ee .80 Forms close Nine Days previous to date of 
publication. 





Address your advertisements and replies to 
HARDWARE AGE, Classified Opportunities, 
239 West 39th St., New York City. 











POSITIONS WANTED 


POSITIONS WANTED 





SALESMAN, experience, desires connection with manutac- 
turer or hardware jobber. Twenty-five years’ experience in hardware, 
automotive and advertising fields—in sales managerial and executive po- 
sitions-—familiar with wholesale, jobbing and larger hardware retail ac- 
counts in New York and Ontario, Canada. Prefer N. Y., Penna., Ohio, 
territories. Married, 44 years old, excellent references. Address Box 
J-337, care of HarpwarE AcE, New York City. 


unusual 





SITUATION WANTED: By young married man expertly experienced 
in builders hardware formerly connected with two largest manufacturers 
both in New York City, state and also Chicago. Now is the time to start 
getting the additional business that goes with building. Willing to start 
at modest salary until ability is demonstrated. References exchanged. 
Address Box J-348, care of HarpwarE AcE, New York City. 





SALESMAN now employed with well known tool and hardware manu- 
facturer desires change offering permanent opportunity. With present 
connection for seven years. Well acquainted with wholesale and retail 
trade in Metropolitan New York area, but will consider any good terri- 
tory. Available on short notice. Address Box J-342, care of HaRDWARE 
Ace, New York City. 


HARDWARE MAN of twenty years’ experience in wholesale and re- 





tail hardware business, also sporting goods, paint and supplies. Forty 
years of age, single, sober and industrious. Capable of taking charge and 
handling men, desires change. Can furnish first-class references. Middle 


West or South preferred. Address Box 1-983, care of HARDWARE AGE, 
New York City. 


SALESMAN—Sixteen years’ experience with manufacturers and jobbers 
in East and West desires position. Single, age 43, willing to go most 
anywhere. Covered southern New York State for one of leading hardware 
sporting goods, auto accessory jobbers the last seven years. Best refer- 
ences. Address Box J-332, care of Harpware Ace, New York City. 








_ CREDIT MAN, with 18 years’ experience in hardware, housefurnish- 
ings and general merchandise line, seeks permanent position. Under- 
stands relation of sales to credits and can furnish references. Prefers 
Metropolitan New York area but will go anywhere. Address Box J-336, 
care of Harpware Ace, New York City. 





SALESMAN has traveled northern and western New York, has car, 
age 40, drawing account against commissions, hard worker and producer, 
now open to accept connection familiar with hardware, naints and sporting 
goods but could adapt self to other lines. Address Box J-343, care of 
Harpware Ace, New York City. 


RETAIL HARDWARE MAN, 15 years’ experience, shelf and build- 
ers’ hardware, paints, tools, electrical and plumbing supplies in or near 
New York City. Can take complete charge of builders’ hardware or paint 
departments. Excellent references. Address Box J-313, care of Harp- 
ware Ace, New York City. 


BUILDERS’ HARDWARE MAN with 15 years’ experience desires 
position with builders’ hardware manufacturer, as factory representative. 
Have covered state of Ohio and metropolitan district for Schlage Lock Co. 
among dealers, architects and builders. Address Box J-351, care of Harp- 
ware AGE, New York City. 


YOUNG MAN, married, age 32, with 14 years of hardware experience 
6 years of which have been as buyer and manager. Have kept abreast 
with the times and know how to sell hardware. An excellent window 
trimmer. Can you use him? Address Box J-350, care of HarRpWaRE AGE, 
New York City. 


YOUNG MAN, 23, experienced in wall-paper and paint, two years 
on road with reputable house selling hardware specialties. Wishes to 
make connection with retail or wholesale business, in or outside work. 
Address Box J-338, care of Harpware AcE, New York City. 

















HARDWARE MAN. 36 years of age. 15 vears’ experience in wholesale 
and retail hardware. Able to handle Tool Department or trim windows. 
References. Will consider traveling position for manufacturer. Address 
Box J-344, care of Harpware AGE, New York Citv. 

WANTED—Position in retail store-by experienced builders and gen- 
eral hardware man. Ten years with one concern. Willing to locate 
anywhere. Can give best of references. Address Box 7430-A, care of 
Harpware Ace, 1507 Otis Building, Chicago, Tll. 

POSITION WANTED by Hardware man with twenty years’ experience 
buying and selling Hardware, - Paints, _Housefurnishings and leading 
Goods and two years selling cutlery on the road. Address Box J-349, care 
of Harpware Ace, New York City. 
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YOUNG MAN, 35 years, married, 13 years’ experience as department 
manager for one of the largest construction companies in the country. 
Had charge of purchasing, selling, and renting contractors machinery and 
hardware, besides repairing of machinery, shipping and receiving. Had 
charge of six to thirty-four men. Professionally an accountant. Seeking 
connection with hardware concern. Best of references. Address Box 
J-335, care of Harpware AcE, New York City. 





HELP WANTED 


A YOUNG MAN for large suburban store who has a thorough knowl- 
edge of builders’ hardware, can read plans, blue prints, etc. Write stating 
age, salary and experience. Address Box J-306, care of HARDWARE AGE, 


New York City. 








RETAIL HARDWARE & HOUSEFURNISHING MAN wanted. One 
who can take complete charge of retail store, ‘trim windows and make his 
own show cards. H. Fogelman, 79 Broadway, Flushing, L. I., N. Y. 





BUSINESS OPPORTUNITIES 














An Unusual Opportunity 
to Secure a Well Known 
Hardware Business 


The owner of one of the largest Hardware stores in 
Colorado (Established 1888), is about to retire after 
26 years of continuous business activities. 


This well known store does a big volume business, 
both Wholesale and Retail, the Wholesale trade 
showing a splendid increase since a competitor has 
gone out of business. Principal lines are Builders’ 
Hardware, Garage Equipment, Cutlery, Mechanical 
Tools, Paints and Oils, Plumbing Supplies, Elec- 
trical Supplies, Sporting Goods, etc. Store carries 
a well assorted line of Shelf Hardware invoicing 
about $30,000. Fixtures are unusual and cost $10,000 


ten years ago. 


Continued lease for a period of years can be secured 
at a very reasonable rental. This is an unusual op- 
portunity to secure a long and thoroughly established 
Hardware Business AT A SACRIFICE. 


Address Box J-340 
c/o Hardware Age, New York City 











HARDWARE AGE 














CLASSIFIED OPPORTUNITIES 





BUSINESS OPPORTUNITIES 


SALES REPRESENTATIVES WANTED 





FOR SALE: RETAIL HARDWARE AND FARM IMPLEMENT 
BUSINESS IN SUNNY TENNESSEE—ESTABLISHED NEARLY 40 
YEARS IN GROWING CITY OF 100,000, SITUATED AT THE 
GATEWAY TO THE GREAT SMOKY MOUNTAINS NATIONAL 
PARK, INVENTORY $45,000 TO $50,000. FOR PARTICULARS 
ADDRESS F. E. BARKLEY, 501 JACKSON AVE., KNOXVILLE, 
TENN. 





SALES REPRESENTATIVES WANTED 





SALESMEN, calling regularly on retail hardware dealers and de- 
partment stores to sell our combination assortment of Pocket knife hones, 
kitchen kuife sharpeners, scythe stones and oilstones as side line on 
commission basis. Cost only a few dollars and merchant makes 100% 
profit. Best assortment ever offered. All quick sellers. Liberal com- 
missions paid weekly. Four small light samples. Address GOODRICH, 
1500 Madison, Chicago, IIl. 





REPRESENTATIVES WANTED: Want a few live wire men to sell 
Hardware and building supply dealers our new patented staple item. 
Volume articie, priced reasonably, good cou.mission. Address Modern 
Hardware Mfg., 319 10th St., Toledo, Ohio. 





ROPE SALESMAN WANTED. 
Ib. basis. Fast selling side line, five per cent commission. 
Company, 82 South Street, New York City. 


100 per cent pure Manila rope, 14c. 
United Fibre 








{ ARE you well established as Manufacturers’ Repre- 
sentatives in the South—selling Hardware Wholesal- 
ers in volume? Headquarters at Birmingham or Atlanta 
would be preferred. Can you offer a record of sound mer- 
chandising for those companies you now repres sent? An 
attractive staple line is now offered by a well rated and 
long established manufacturer. This is a volume line with 
good possibilities of growth and is backed up by an ex- 
tensive and carefully planned advertising program. Write 
us in detail, number of salesmen employed, territory cov- 
ered, lines handled with number of years you have sold 
each one, and any other information that will help us to 
judge your organization. 
Address Box No. 
c/o Hardware Age, 





J-347, 
New York City 








_— 

















SALES ACCOUNTS WANTED 











SALES ACCOUNTS WANTED 


Metropolitan District. Experienced man who knows 
how and where to sell hardware and housefurnishings 
wants to represent manufacturers on fully protected 
commission basis. Highest references. Address, Box 
Number J-341, HARDWARE AGE. 























SALESMEN calling on wholesale hardware and Sporting Goods Jobbers 
to handle Pitching Shoes on a commission basis. Address Box J-346, care 
of Harpware AcE, New York City. 





SALESMAN covering territory for sixteen years wants lines of hard- 
ware tools, specialties for Pennsylvania, New Jersey, Delaware, Maryland, 
Virginia and West Virginia. Address Box J-333, care of Harpware AGE, 
New York City. 











Even the best of us can profit 
by observing what the other 
fellow is doing. This is par- 
ticularly true in the hardware 
business. We have often been 
told of the successful out- 
come of some merchandising 
idea that was prompted by a 
HARDWARE AGE story. 


IT’S NEVER TOO LATE 
TO LEARN? 


After you read your copy of 
HARDWARE AGE, go 
through it again and see how 
many of the merchandising 
ideas, stories and editorial 
hints you can try in your 
store. Remember, something 
new is always interesting. 
You'll find plenty that is new 
in HARDWARE AGE. 


HARDWARE AGE 


239 West 39th Street 
New York, N. Y. 
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6c ANDY Packages’? do away with wag we | the 


large Standard boxes. Each “Handy Package” 
contains: two 6-inch sets of Alligator Steel Belt 
Lacing, two sectiona rocker hinge pins and gauge 
pin. A“Handy Package” to handle and a larger sale 
than usual to the buyer who uses small quantities 


the carton. Sizes 15, 25, 27 and 35. 
See jobber’s catalog or ask his salesman. 


FLEXIBLE STEEL LACING CO. 


4616 Lexington Street 
In England at 135 Finsbury Pavement, London, 





of belt lacing. There are ten “Handy Packages” to 


U.S. A. 
2 














< a 
SPRING HINGES 
New “Sagless” Spring Pivot-Hinge 





Type 4007 


Exterior Tension Adjustment 


An improved hinge for the gates in mod- 
ern buildings and for replacing obsolete 
equipment in buildings to be made modern. 

Send for literature describing other impor- 
tant features of this new hinge. 


Chicago Spring Hinge Company. 


CHICAGO NEW YORK 
U. S. A. 




















It’s GOOD BUSINESS 


to stop where Business is Good! 





2,500 rooms. A radio, tub, 
shower, circulating ice water, 
Servidor in every one of them. 
Extra value! 

Every room an outside room— 
and 85% of them priced at $3.50 
to $5.00. Extra value! 

116 new sample rooms. Four 
popular price restaurants, includ- 
ing a “speed counter” 
Coffee Shop—with 
food that is the talk 


RALPH HITZ, Managing Director 


You'll find extra 
value in every- 
thing at New York’s 
most successful 
hotel... 


of the town. Extra Value! 

A location in the heart of mid- 
town Manhattan “next door to 
everything.” Private tunnel to the 
Pennsylvania Station. B. & QO. 
Motor Coach connections, too. 

The overwhelming success of 
the Hotel New Yorker is not 
built upon low rates alone; it 
is built upon BIGGER AND 
BETTER VALUE. Come and 
get it! 


NEW YORK’'S MOST POPULAR HOTEL 


HOTEL NEW YORKER 


34th Street, at 8th Avenue, New York 
Chicago Office: 77 W. Washington St. 








Stock 


and Profit with 


OF UA hw 
Products 


pay 


EGeB 4 
YOUR PROTECTION AGAINST SUBSTITUTION 


LOOK FOR THE “GB” LABEL 


Mitta @ 


a 


7 ‘ 
EG:B 4 


parton, 


£ GBF 


LIGHT 
14-16-18 Mesh 
DARK 
14-16 Mesh 


PREFERENCE p pap cee Bnd ge eye 


The Gilbert & Bennett Mfg. Co. 


Established 1818- America's Oldest Woven Wire Factory. 


NETTING and 


FENCING 


WIRE CLOTH, 
Galvanized Steel Wire Cloth in all Meshes and Lauees 
Georgetown, Conn. Chicago Kanses City, San Fi 





HARDWARE AGE 
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This wheelbarrow 
market always offers 
Protits 








Few products offer the multitude of sales oppor- 
tunities or more profit prospects that the Home 
and Garden Barrow makes available to every hard- 


ware merchant. 


Unlike single-purpose products, such as lawn mow- 
ers, lawn rollers, hedge clippers, garden hose, 
rakes, etc., the usefulness of the Home and Gar- 
den Barrow is not confined to gardening work. 
There is no end of odd jobs, summer, autumn, 
winter and spring, that the Home and Garden 
Barrow makes easier. All year selling possibili- 


ties assures constant turnover. 


The Home and Garden Barrow was designed es- 
pecially for general use around the home, and 
priced to appeal to the home owner. 


Hardware merchants and jobbers can capitalize 
on this profit making item by having ample stock 


on hand. 


GENERAL 


' Home and Garden Barrow 





3 cubic foot capacity steel tray. Riveted steel channel 
legs keep barrow permanently in shape. Exceptionally 
strong and unusually easy to handle. 


GENERAL WHEELBARROW CO. 


Makers of Speedbarrows and Concrete Carts, Road Grader Blades, 
Scrapers, Steel Mortar Boxes, Coal Chutes, Agricultural Implements, 
Plow Shapes. 

3140 East 65th Street Cleveland, Ohio 
Associated Companies: 

The Empire Plow Co. General Wheelbarrow Co. 
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BAGCLUSIVE DESIGNS FY 


RUSSWIN 











%*6 ACTUAL SIZE 


In this Rim-lock, RUSSWIN ... creator of the NEW in hardware 


wapmen ae ae for almost a century... has caught and interpreted the spirit of sturdy, 








+ a Classic massive beauty so evident in Old World architectural design. The grace- 


M A S T E R P [ E C E ful pendant handle... the pleasing contrast of satin finish and delt- 





cate arabesque traceries .. . the perfection of workmanship... all 
combine to produce a lock of rare charm and distinction. Within, rugged durability and smooth-working mechanism are 
obtained by the use of the most enduring metals, bronze or brass... every component part hand fitted and adjusted by 
expert craftsmen. The new Rim-lock by RUSSWIN will render a lifetime of trouble-free service, and is eminently ap- 


propriate for the exclusive suite, foyer, stately town house, country home or manor. 


USsWIN 


+ 
For thearchitect’s convenience, RUSSWIN R U DISTINCTIVE ’ N 
hardware is illustrated and described in HARDWARE 
Sweet's Catalogues, Pages C-3700; C-3775 , 


Hardware that lasts ~ “Base Metals of “Bronze or 


Brass 





RUSSELL & ERWIN MANUFACTURING COMPANY (THE AMERICAN HARDWARE CORPORATION, SUCCESSOR: 


New Britain, Connecticut New York Chicago London 


JUNE 11, 1931 











‘ 


LF ALON Ly 


ae 


CHROMIUM PLATED 
(Highly Polished) 
SELLS ON SIGHT AT BETTER PROFIT 


It is GUARANTEED. 


Every nozzle is 
& “de 7 *hrom ium Plated tested on 100 
Ga ee pounds water 


\ Nozzle Guaranteed 
“A Perfect Spray Never Lopsided 4 pressure. There 
are no come- 


backs. 


FREE 
SAMPLE 
ON 
REQUEST 


Packed one dozen to an at- 
tractive, 4 color display box. 


L. R. NELSON MFG. Co., Inc. 
Peoria, Illinois 


Catalog and Electros on Request 


SOLD THROUGH JOBBERS ONLY 


ORIGINAL 
CLINCHER MEN! 
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HARDWARE AGE 








